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Rough Proofs Pepsodent Holds Up LABOR, CAPITAL UNITE 


c, M. Lemperly calls attention to 
the direct mail ad of the posture 
chair company which offers “ab- 
gominel exercise’ to its customers 
ithout extra charge. With intes- 
inal fortitude in such demand these 
days, Sales ought easily to break 
records. 
vfs 


“Second radio in home 1941 goal 
of G-E,” ADVERTISING AGE reports. 
is H. Hoover, who formerly hired 
out to the government and is the 
author of “Two Chickens in Every 
Pot,” going to write the copy? 


7, + 


The Amalgamated Lithographers | 
of America, a labor union, is spend- 
ing its own dough to promote busi- 
ness for the industry. Please, Mr. 
Pegler, won’t you take a look in this 
direction? 

v v v 


Deanna Durbin will be featured 
in the new magazine campaign for 
La Tausca cultured pearls, and you 
can't make anybody at Universal 
Pictures believe she isn’t a pretty | 
nice specimen herself. 


7, 


“Swan,” we are told in the news- | 
paper ads, “is the first really new | 
white floating soap since the gay 
nineties.” | 

But there are some who will in- 
sist, with just a trace of nostalgia in | 
their voices, that this is only a Fairy | 
story. 

- 


“Minute a boy starts thinking he’s | 
an executive,” SEP quotes C. R.! 
Smith, of American Airlines, as say- 
ing, “we fire him.” 

And maybe that wouldn’t be a 
wonderful idea for the advertising 
business. 

v v v 


“C. R.” also insists that American 
Airlines officials answer their own 
phones, with no secretarial stalling. 
And to think that this incredible 
ind heretical policy originates with 
1 guy who started out as an adver- 
using agent! 

v v v 


Macaulay, W. R. Hearst reminds 
is, defined the object of oratory as 
not the truth, but persuasion.” 
Maybe he had just signed on the 
dotted line after listening to the 
ration of a book salesman. 


7 


Keeping in mind the Macaulay 
djectives for successful oratory, it 
nt hard to understand why so 
many salesmen have hitched their 
tor trucks to the star of Professor 
Dale Carnegie. 


v . 


The way Florida citrus growers 
® kiccing about their advertising 
Mpaicn, you’d think the only re- 
“wn they'd received from their 
ange promotion was a big, juicy 
emon 

v v v 


A lot of well known advertising 
*N are spending the winter in the 
“uth, Lut this year they’re using a 
‘ning camp instead of the usual 
‘ida postoffice address. 


v v v 
Marr'.ges and births, remarks 
ace Parton, continue even in the 
“st Oo’ carnage. After seeing some 
those propaganda movies, you're 
‘ On!v of the births. 
Copy Cus. 


Brush Copy; Orders 
Swamp Suppliers 


"Life'’ Copy to Carry 
Apology in Facing 
Half-Page 


Chicago, Jan. 29.—The big Pep- 
sodent tooth brush drive, sched- 
uled to get under way with the 


filling of retailers’ orders Jan. 20, | 


is actually just getting started now, 
and the first public announcement 
of the copy will be accompanied by 
a statement declaring that the com- 
pany is sorry the advertisement is 
running! 

These are two of the highlights 
of a super-success in the introduc- 
tion of a new product which Pepso- 
cent hopes will carry right through 
after the product gets on dealers’ 
counters throughout the country. 

The delayed start, and the apol- 
ogy that adds interest to the initial 
advertisement, are both due to the 


|fact that Pepsodent guessed far too 


conservatively on the quantity of 
brushes it could place in the hands 
of dealers, with the result that the 
available supply was quickly gob- 
bled up and distribution could not 
be completed. 


Three-Fold Increase 


“In spite of the fact that we had 
studied the tooth brush business 
for many months, and figured that 
we were setting up very liberal 
quantities of brushes — enough to 
last through the initial distribution 
and to supply demand for a two- 
month period—we have found it 
necessary to reorder several times,” 
Leo Nejelski, assistant general 
manager, explained. “At the mo- 
ment, we are producing three times 
the original liberally estimated 
amount. We are exceeding, in 
many respects, the brilliance of 
Pepsodent performance in the days 
of Amos ‘'n’ Andy when we were 
in the habit of figuring in the 
amounts of 6,000,000, 8,000,000, and 
10,000,000. 

“Of course, the reasons for these 
changes in quantities have been the 
floods of orders that have poured 
in on us in every mail since Dec. 
26, the date on which orders were 
first taken from retailers. 

“Every manufacturer dreams of 
obtaining complete nation-wide 
distribution on a new product. Ap- 
pearances are that we not only will 
accomplish this for Pepsodent tooth 
brushes, but will have displays in 
every retail outlet purchasing the 
product. 


Five Re-orders on Displays 


“A ‘tower’ display or a ‘junior’ 
display is being shipped with each 


order. In addition to the display of | 


brushes, each retail store will have 
a display of Pepsodent tooth paste 
and Pepsodent tooth powder, be- 
cause until April 26 every pur- 
chaser of a Pepsodent 50-tuft 
tooth brush is entitled to a 25c size 
(Continued on Page 37) 
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_ Enriched Flour 
Stirs Promotion 
of Huge Industry 


, =a | Minneapolis, Jan. 30.—Now down 

| to a mere $14,000,000 annually, will 

OUR PLEDGE 10 THE UNITED STATES OF AMERICA current developments in the flour 

/milling industry shoot up advertis- 

ing appropriations for 

the point where milling will once 

again become a titan in advertis- 
ing? 

That is the question which is gal- 
vanizing admen from coast to coast 
as for the first time in 70 years the 
milling industry has something to 
shout about: a new flour product, 
government-fathered, “enriched” to 
help Americans “withstand the 
| stresses and. strains of war or 


REYNOLDS METALS COMPANY | threats of war.” 


© GREATER TRUST has ever been the responsibility of any 

generation then that of defending and preserving for posterity 

the right to live in the freedom of democracy which @ ours 
today We pledge the resources and facilities of the Reynolds Metals 
Company twenty-four hours a day, seven days « week, to supply 
strong aluminum alloys, vital to the defense program @ @ To the 
fulfillment of this obligation, every employee and executive of this 
Company, individually and collectively pledges his energy and unfa) 
tering loyaity As Amencans we cannot do leas, as human beings we 
cannot do more @ @ “This is our purpose and our pledge.” @ @ 
ye Altre ntbdd , 
thee Stent “Fatt teh 
(PM [Man he la, Pomyeisp Chl Fareed” 
Matta — febalinpiE ste Funk Cote 
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— With W. G. Campbell, chief of the 
ee U.S. Food and Drug Administration, 
working on regulations relating to 
new “enriched” flour, to produce a 
bread rich in minerals and vitamins, 
flour milling formulas throughout 
the industry will necessarily under- 
go radical revision 


Reynolds Metals 


Use Three Products 


The new milling program, which 
plans to have the new flour and 


age 

Copy Exemplifies 

7 

Labor Relations bread on grocers’ shelves within 90 
days, is designed to help bolster na- 


Management and Union tional health. Specifically, accord- 
” ing to the National Research Coun- 
Officers Sign Unusual cil, Flour Mills and Bakers, the new 

* flour will help to prevent pellagra, 
Advertisement scourge of nations currently at war. 

Already under way are steps to 

| New York, Jan. 30.—In contrast | fortify flour wih iron 

ito stories of strikes in vital defense | acid, vitamin B,, and possibly two 
|industries that continue to stud the | or three other vitamins and miner- 


|pages of newspapers, Reynolds als, which, it is planned, will supply 
more than one-fourth the nutri- 


| Metals Company today offered dra- 
matic evidence that management) tional needs now lacking in white 
and labor can see eye to eye and! bread, at a cost of less than one- 
push ahead with the all-out de-| tenth of a cent per pound loaf. The 
fense program that is the nation’s! new bread will be identified on the 
chief concern of the moment. wrapper as “enriched bread” and 
The proof took the form of an/| will probably be sold at but a slight 
advertisement released for publica- | increase in retail prices. 
On June 10, 1940, General Mills, 


tion in 30 newspapers in key cities 
and in three national magazines,| Inc., announced to the baking in- 
dustry a new flour, “Vibic’—con- 


proclaiming a “pledge to the United | 
States of America” to devote the! taining as much vitamins B, and G, 
iron and calcium as whole wheat. 


“resources and facilities of the 
Reynolds Metals Company 24 hours | Vibic is “a new kind of flour with 
| which it is possible to make white 


a day, seven days a week, to sup- 

ply strong aluminum alloys, vital | bread containing all of the most im- 

to the defense program.” The| portant known food values of 

message carries the signatures of| wheat, in the same amounts per 

R. S. Reynolds, president of the | pound loaf as 100 per cent whole 

company, and 17 executives of | wheat bread.” 

labor organizations with which Somewhat earlier Morris Mills, 

Reynolds has contractual relations. | Morris, Ill., began selling a flour un- 
Following the appearance of the der the Hart-o-Wheet brand which 

(Continued on Page 37) | (Continued on Page 37) 


Last Minute News Flashes 


Plan Newspaper Drive for Kellogg's All-Bran 

New York, Jan. 31.—With a $500,000 campaign in magazines already 
under way for All-Bran, Kellogg Company will shortly launch an ex- 
tensive newspaper drive in key markets throughout the country. The 
nine magazines now carrying the laxative cereal copy will continue on 
the schedule for the remainder of the year. Kenyon & Eckhardt is the 
agency. 


Spur Starts Intensive Drive in New York 


New York, Jan. 31.—Following the appointment of licensees for Spur 
in New England and several other markets, Canada Dry Ginger Ale, 
Inc., today marked the completion of its distribution set-up in the metro- 
politan area by starting a six-week campaign in New York and West- 
chester newspapers, spot radio and outdoor posters. J. M. Mathes is the 
agency. Spur has now opened 57 areas in the Atlantic Seaboard states, 
South and Middle West, and expects full national distribution by 1942. 


Espotabs Account Goes to Richard A. Foley 


Philadelphia, Jan. 31.—The Dill Company, Norristown, Pa., maker 
of Espotabs, has placed its account with Richard A. Foley Advertising 
Agency, Philadelphia. 


Gardner Joins Blackett-Sample-Hummert 

Chicago, Jan. 31.—J. Baxter Gardner, who recently resigned as adver- 
tising manager of the Pepsodent Company, has joined Blackett-Sample- 
Hummert, Inc., in an executive capacity. 


1941-42 to! 


nicotinic | 


P. 0. Threat to Bar 
‘Birthday’ Mail 
|s Withdrawn 


Give-away Programs 
Periled by Ruling of 
Post Office 


Washington, D. C., Jan. 30.—A 
peculiar situation involving’ the 
Post Office which threatened for a 
time to force the new Axton-Fisher 
“birthday award” program off the 
}air and interfere seriously with nu- 
merous other programs which dis- 
tribute awards by chance was 
apparently ironed out to the satis- 
faction of all concerned this week 
following conferences between rep- 
resentatives of Weiss & Geller, which 
/handles the Axton-Fisher program, 
and the Solicitor General of the 
Post Office Department. 

The furor apparently | started 
with the publication in the Jan. 6 
issue of ADVERTISING AGE of a news 
story explaining the operation of 
the Axton-Fisher program, in 
,which a Congressional district and 
|a date are picked by chance, with 
lall those residing in that district 
and born on the selected date eli- 
gible to share in a $1,000 “birthday 
| award.” 

} 


No Consideration Required 


No consideration is required of 
those who wish to participate. 
Their proof of birth and residence 
need not be accompanied by any 
evidence of purchase, and there- 
fore the award, like the Pot o’ 
Gold 


program and many others, 
does not come under the lottery 
rules. As a matter of fact, in the 
case of Pot o’ Gold and _ similar 


shows, the Department of Justice 
several months ago advised the 
|Federal Trade Commission that it 
|saw no grounds for action, and 
Justice this week advised ApDvER- 
| TISING AGE that it has no intention 
|of reopening the question. 

Despite this fact, publication of 
ithe Axton-Fisher item in ADVER- 
TISING AGE promptly brought a let- 
ter from the Chicago postmaster, 
declaring that Section 601 of the 
|/Postal Laws and Regulations “for- 
bids transporation by mail of any 
| publication carrying information 
regarding enterprises where prizes 
‘are distributed by lot or chance.” 
A similar letter, ADVERTISING AGE 
learns, was dispatched to the Ax- 
ton-Fisher agency in connection 
with a mailing of promotion liter- 
ature to dealers. 


Would Kill Program 


Such an attitude on the part of 
postal authorities meant the prac- 
tical death-knell of the program, 
despite the fact that the Post 
Office has no power over any radio 
program. But refusal of the mails 
would make merchandising of the 
program almost impossible, might 
conceivably prevent its listing in 
program pages of newspapers, and, 
in the case of the “birthday 
awards,’ might actually make op- 
eration of the program impossible, 
since those selected to share in the 
award must submit proof of birth 
and residence to the program's 
sponsor. 

The threat has now disappeared, 
however, following two days of 
conference here, and the prohibi- 
| tion against mention of the pro- 
|gram in the mails has been lifted, 
with the stipulation that it will 
hereafter be made clear that per- 


|} sons born on the appointed day and 
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ADVERTISING AGE 


in the appointed place may win a 
share of the award even though 
they have not listened to the pro- 
gram. 

So the show will continue. Not 
only that, but eight NBC Blue sta- 


tions and WTAR, Red outlet in 
Norfolk, Va., have been added to 
the network. All are Southern 
stations. 


“Successful Farming” 
Changes Format 


With the February issue, Suc- 
cessful Farming has widened its 
page size (the new trim is 8% 


inches instead of the former 8 3/16), 
gone from saddle stitch to side 
stitch, improved its paper stock 
and changed type and makeup. 


In announcing the changes, 
Meredith Publishing Company, 
publisher of Successful Farming, 


declared that the publication had 
“the greatest gain of all farm mag- 


azines in advertising linage and 
pages during 1940.” 
Seeks Larger Fund 

Victor A. Johnson, director, Min- 


nesota Tourist Bureau, appeared 
before the appropriations commit- 
tee of the Minnesota house recently 
to request that the state’s tourist 
advertising fund be increased from 
$50,000 to $100,000 a year for the 
next biennium. No action has yet 
been taken. 


REFRESHING COPY FOR RAILROAD 


ter train or several hours 
hebles Food supply wine 


“That's @ t--l of a way to run @ Railroad” 


Bridge 


oot 
ae 


“a 


“That’s a H--I of a Way to Run A Railroad!” 


Bod storm in Mid West comingEast Fast 
freight from Mid West comes through day Normal trains ere running cut of 
hundreds of miles of low visibility. Train 
vital accessory perts for Boston 


ewembly line can't start in local factory 
Then no work and no pey thet day for hun 
dreds of farmhes Farmbes and workers mn. 
Frewght tran crosses track while suburben 
train waits two minutes et Prison Point 


BUT the railroad always runs 
=< BOSTON and MAINE 


Grippe and ds affect R dm 
same ot people Sick 
oll dep ed 


freeze. get 


r 
and hard weather 


but the handicap of illness 
causes no acodents 


"That's a b--1 of a way te run a Railroad” 


BUT TODAY it's « mice, clear winter 


breaks Will there be an extra 
the roads be plowed in time to a! 
motonsts to drive to town’ Nobuxty Ene 
‘The train that's out there hes cars enough 
to take care of all regular nders. The rush 
comes —roeds are blocked So once more 
et some stations— it's standing roam only 
on the B and M 


"That's a h--1 of a way te ran a Railroad” 


This Boston newspaper copy for the 8 & M deserves some sort of medal, a cor- 
respondent thinks, and we're inclined to agree with him. 
. .) s ae 
Spa-King to Saltzman Two Leave “Esquire 
Mt. Clemens Water Products Cor- Paul Rand has resigned as art 
poration, New York, has appointed director of the New York office of 
Saltzman Service, New York, to| Esquire and Apparel Arts. Elkin 
handle promotion of Spa-King| Kaufman, for six years sales pro- 


mineral waters. The company has 
appropriated $40,000 for advertis- 
ing in newspapers, radio, magazines 


'and window displays. 


motion manager of Esquire, has 
also resigned, and will announce 
his future plans after a month’s 
vacation in Nassau. 


~ 


dailies, The Troy 


other newspaper. 


metropolitan area, with common inter- 
ests, utilities and facilities. 

In Cohoes, for example, Troy's sole 
Record 
Times Reeord, are the leading journals, 
with more proved circulation than any 


When it comes to business. 
don't give a hoot about county lines or 


THE THE 
RECORD 


eaten 
i , i 


Nin Eotd/ 


WITH 


ON 
45 Ld : 


LL the communities within the any other lines 
3'%-mile radius of Troy’s A. B.C. increase the 
City Zone are integral parts of one stores. 


ah 
The 


and 


Put Troy 


retailers 


lines of customers to their 


Naturally dealers in Cohoes and every 
other part of this major New York State 
market of 115.000 consumers want ad- 
vertising support 
they know reaches nearly nine tenths of 
all homes here. 


on the list to 
dealers here and get a larger share from 
this $38.896.000 sales center. 


TROY RECORD 
newsparers |THE TIMES RECORD 


THE TROY RECORD < 


THE LIST 


Lie 


Savs James V. Marra, prom 
inent Cohoes, N. YV., druggist. 


except the kind that will 


in the medium that 


“sell” 


your 


February 3, 194) 


Boston & Maine 
Talks Turkey to 


Its Commuters 


| meet. 


Boston, Mass., Jan. 29.—When 
the recent snow storm hit New 
England the Boston and Maine 


Railroad seized the opportune mo- 
ment to run large copy to inform 
commuters that a railroad is not a 
robot and can encounter the same 
difficulties other industries may | 
“That’s a h - - 1 of a way to} 


/run a railroad,” it was captioned. 


The advertisement, which ran in 
all Boston daily newspapers and in 


|dailies and weeklies throughout the 


railroad’s commuting area, was in- 
tended to give commuters a clear 
idea of the difficulties of railroad- 
ing, and a keener appreciation of 
the fact that a few minutes delay 
does not necessarily indicate that 
the railroad is falling to pieces. 
While copy seems to maintain a 
slightly belligerent attitude toward 
the chronically-squawking com- 
muter, reaction has been most fa- 
vorable, according to H. L. Bald- 
win, publicity manager of the line, | 


who conceived the idea for this 
advertisement. 

Harold Cabot & Co., Boston, is 
the agency. 


St. Louis Adwomen’s 
Course Opens Feb. 3 


Dr. Kenneth Dameron, Ohio 
State University, director of the 
Committee on Consumer Relations 
in Advertising, will open the nine 
lecture sessions and_ vocational 
guidance clinics of the “Careers in 
Advertising” course, sponsored by 
the Women’s Advertising Club of 
St. Louis, Feb. 3, at Washington 
University, St. Louis, with a talk 
on “Advertising Freedom.” Fifteen 
vocational guidance councilors and 
teachers from St. Louis and St. 
Louis county have been invited to 
attend the sessions. 

Sessions will be held each Mon- 
day evening until April 14. 


Leaves ‘Pencil Points” 
Roger Patterson has resigned as 
Cleveland sales representative of 
Pencil Points to manage his own 
apartment hotel in Florida. 


Big Art, Brief 
Copy Introduce 
Hickory Garments 


(Picture on Page 39) 

Chicago, Jan. 30.—A maximiim of 
illustration in an eye-filling lor 
| with eye-popping cuties we ring 
Hickory foundations, aided by Opy 
which Advertising Manager J. 7 
| Fleisch calls “telegraphically s} rt,’ 
marks the spring advertising cam. 
paign just launched by A. Stein 4 
Co., in general magazines. 

Copy in each advertisement be. 
gins with “You'll thrill at hoy 
quickly and comfortably Hic ory 
foundations become part of yo \—; 
changed You! The secret?” Whe 
| upon there follows a brief des: rip. 
tion, with prices, of the sket he 
garment, whether it be a founda ion. 
| girdle, or pantie with perhaps a ref. 
erence to the Perma-Lift bra-top 
|Such examples of the corseti-re’s 
_ patois as glamour, slim body-! nes 
|poise, youthful support, feminine 
charm, et cetera find their way int 
even this brief copy, all of it di- 
rected at the youth market. 

Magazines scheduled for the 2 
color advertisements are Made) oi- 
selle, Movie-Radio Guide, Pic ure 
Play, Screen Guide, The Ney 
Yorker, You and Vogue. Space ir 
the January Corset & Underwear 
Review is marked by the same 
striking type of illustration with the 
copy directed at dealers, each ad- 
vertisement including an invitation 
to prevues of Hickory foundation: 
during corset week, Jan. 20-25 
which were held at the New York 
studios of the company. 

Lithographed displays in sever 
colors also are being supplied the 
trade for window and department 
exhibits. An elaborately prepared 
sales portfolio not only contains 
large examples of the magazine 
campaign and display material bu 
pictures of dealer windows to pro- 
vide examples of Hickory exhibit 
A complete line of newspaper mats 
is presented in layout form. 


26,619 EXEC 


CERNS ARE 
THEIR COMPANIES, 


$125,000. . . 


SUTIVES OF 


MANUFACTURING 
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REACHED BY DUN’'S REVIEW 
15,380 ARE RATED 


AVERAGE TOTAL EDITION: 
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the SNODGRASS: “What's up... pinning butterflies?” 
a O'TOOLE: “Butterflies HELL — It’s prospects I'm pinning ... 
a millions of them... the nation’s crawling with them — (poring over California ) 
95 Hmm Los Angeles... Hmm I'm me see. Hmm (sticks pin in map with vengeance ) ee 
wrk Hmmm. (To Snodgrass, proudly) | just learned in a paper how to find them.” — 
SNODGRASS: “Whadda ya do (Brightly ) Chumm for ‘em?” es ve 
a O'TOOLE: ( Distainfully ) "Nunnaaageghhh. You just look up the towns where pte el cna at ps ‘ oe hye foe sg fox ee ae . 
ent they're building planes and stuff for the defense bill. First you put ina pm... Fe nye pry ag te ye ae 0 CRETE BY FOR — ee 
red then you put ads in the towns where you've got pins ... simple, isn’t it?” (Turns hay OP Daty Of te donee. 
ins gleefully back to pins — sticks in another ) O'TOOLE: (Baffled) "Gee whiz —a thousand miles ... come come.” 
zine Oe 
but L 
ro: F 
Dit 
nats 
SNODGRASS: “Yah—a thou- 
nas sand miles and sometimes there's 
500 contracts in on a big job. 
Top of that ya don't make a 
battleship or a plane in a week. 
They may draw 5O tons of blue 
prints before they even start. 
When do you start advertising?” 
O'TOOLE: (Dejectedly) "Then 
we don't get to make any extra 
sales of Uncle Billy's Heartburn 
Help?” 


SNODGRASS: “Sure we do. We 
just cover all the towns. The 
ones you've got pins in... the 
subcontract towns ... and all the 
rest for good measure too, They 
get better business for thet 
sausage factories.” 


O'TOOLE: (Brightening) “YA 
MEAN ALL WE DO IS GET 
COVERAGE!” 


ATIONAL magazines penetrate all areas—the towns receiving direct appropria- 
tions for the actual construction of tanks, battleships and planes... subcontract 
towns—building machine tools, airplane parts and semi-finished parts. Con- 

sumer towns—important to advertisers too, for as increased paychecks are received 
by wage earners their personal family purchases stimulate towns manufacturing 
consumer lines. Thus, as O'Toole pointed out, to make the most of a// the 
opportunities created by the spending of defense billions . . . it’s necessary to 
cover all areas. 

The extent of magazine penetration of these cities is largely governed by 
business conditions. For the newsstand proportion of magazine's circulation 
‘ reacts sharply to improved spending power in each city. That's a natural reaction 
. — for magazines, among all kinds of media, cost the consumer real money. 


aan 


(15¢ in the case of True Story.) Moreover, the big studies made by Life and 
True Story indicate that magazines pass on from family to family after the 
original buyers finish reading them. 

Some magazines pass on to a volume of new readers actually two-and-o-e-half 
times the number of original readers. 

With huge volumes of passed-on effectiveness — as few as 5 big, divergently 
edited magazines reach as many as *ths of the buyers of most national products! 

True Story, of course, is invariably included in 5 magazine lists which can cover 
%4ths of markets, because of its direct appeal to Wage Earners — those families 
most readily affected by the defense plan. True Story’s direct editorial appeal to 


Wage Earners gives it divergence from the coverages of the 10 other big national 
magazines. 
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one for ASCAP to accept, but ilar terms. It was explained here 
ASCAP Ponders Its ASCAP’s operations are far more today that the 90-day period was 
complex than BMI’s. written into the document in order 
Broadcasters here consider the to give broadcasters time to reach 
Course as BMI BMI decree an important step agreement with ASCAP on their 
toward ultimate solution of the many differences. It is considered 


music problem, but agree that the 
deadlock will not be broken for 
some time. The day when ASCAP 
music will be heard again on the 
networks is not yet in sight, they 
believe. 


likely that should ASCAP make 
peace with the government, less 
than 90 days will be needed to 
solve the rest of the problem, and 
that ASCAP music could be re- 
turned to the networks without 
awaiting expiration of that period. 


Signs U. S. Decree 


Music War Nears Solu- 
tion, But Problems Still 


Two Courses Open 


Remain Two courses appear to be open ASCAP Faces Difficulties 
to ASCAP now. One is to “put its One provision of the BMI decree 
New York, Jan. 29.—With the own house in order” as far as the which radio observers expect will 
next move apparently up to Department of Justice is con- prove difficult for ASCAP to swal- 
ASCAP following signing by BMI cerned, as BMI has just done. The low is the first clause in which 


of a consent decree, attorneys for 
the American Society of Compos- 
ers, Authors and Publishers were 
closeted with Department of Justice 
officials in Washington today in an 
effort to reach a similar agreement. 
ASCAP attorneys. talked __in- 
formally with government officials 
last week, it was learned. These 
discussions were exploratory in 
nature, pending details of the 
settlement with BMI, but have now 
assumed a formal status. 

ASCAP spokesmen pointed out 
that no quick settlement of the So- 
ciety’s legal difficulties is in pros- 
pect. Not only is the pattern laid 
out in the BMI decree a difficult 


other is to reopen direct negotia- 
tions with the broadcasters, which 
implies ASCAP acceptance of the 
“pay-as-you-play” principle which 
radio has insisted upon since the 
beginning. 

Even if ASCAP settles with the 
government, further negotiations 
with radio will be necessary. 
Should ASCAP accept the “pay-as- 
you-play” and “clearance - at - 
source” principles which radio has 
specified as a basis for discussion, 
such matters as price and method 
would remain to be debated. 

The BMI decree provides that it 
will not take effect until 90 days 
after ASCAP has agreed to sim- 


BMI agreed not to exercise exclu- 
sive control, as agency for any 
other party, over the performing 
rights of music whose copyright it 
does not own. 
ASCAP, unlike 
publish music. 


BMI, does 
It merely serves as 
licensing and collecting agent for 
member publishers and _ authors 
who assign their copyrights on an 
exclusive basis. If forbidden to in- 
sist upon exclusive rights, ASCAP 
members would be free to assign 
copyrights to BMI. 

The seven provisions of the 
agreement signed by BMI and 
submitted by the Anti-Trust divi- 
sion to the federal court at Mil- 
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IT'S THE NATION'S 


7, A 
...and the BEST ADVERTISING BUY in America! 


You Can't Overlook an area whose industries are handling over two billion dollars 
in Defense Orders! 


You Can't Overlook an area already rich and fertile which gives better than 200,000 
NEW WORKERS millions in payrolls for daily needs and luxuries! 


You Can't Overlook the fact that Los Angeles County employment alone is up 24°; 
over high °39—payrolls up 30°; ! 


er You Can't Overlook the Los Angeles bank debits for 1940 of $10,834,380,043—the 
os biggest since 1937 and an 8°; gain over 1939! 


You Can't Overlook a market which, plus all this, is the nation’s aviation center 
... world movie capitol . . . contains the nation’s highest per farm value . . 
huge petroleum producer... 
tourist revenue... 

NO! YOU CAN’T AFFORD NOT TO UP YOUR ADVERTISING IN THIS RICH, 
FREE-SPENDING AREA NOW, AND CASH IN BEFORE YOUR COMPETITION! 


For Real Action— 


The Los Angeles Examiner with 220,195 daily and 556,762 Sunday circulation has 
the largest circulation of any morning paper in the West with lowest milline rates 
in the Los Angeles Territory! Help yourself in °41 to the Southern California 
Market through the Los Angeles Examiner! 


LOS ANGELES EXAMINER 


Represented Nationally by the RODNEY E. BOONE ORGANIZATION 


.isa 
gains over a million and a half dollars yearly in 


not | 


°| BMI 


| 


|of Broadcasters, 


waukee for approval, include: 

1. BMI agrees not to exercise 
exclusive control, as agent for any 
other person, over the performing 
right of music of which it does not 
own the copyright. 


Must Sell Per Piece 


2. BMI 
criminate 


agrees never to 
either in price or terms 
among the users of copyrighted 
music. All BMI compositions will 
be offered for performance to all 
users of the same class on equal 
terms and conditions. 


dis- 


3. BMI agrees to license music 
on a pay-when-you-play basis. 
That is, broadcasters will be en- 


abled to buy BMI music either 
a per piece or per 
if they desire, and in no case will 
a broadcaster be required to pay a 
fee which is based on programs 
which carry no BMI music. 

4. BMI will never require a li- 
cense from more than one station 
in connection with any network 
broadcast. Licenses will be issued 
to networks or originating stations. 

5. Manufacturers of electric 
transcriptions, Or sponsors, or ad- 
vertisers on whose behalf such 
electrical transcriptions are made, 
will, if they so desire, be able to 
obtain licenses for the use of such 
transcriptions for broadcast pur- 
poses. 

6. BMI agrees never to engage 
in an all-or-none policy in licensing 
its music. That is, motion picture 
exhibitors, restaurants, hotels, ra- 
dio stations and all commercial 
users Of BMI music will be able 
to obtain the right to perform any 
BMI compositions desired without 
being compelled to accept and take 


on 


the entire BMI catalog. 
7. BMI agrees that it will not 
attempt to restrict the perform- 


ance rights of its music for the pur- 
pose of regulating the price of re- 
cording its music on. electrical 
transcriptions made for broadcast 
use, 
ASCAP Show Starts 

Neville Miller, 
and the National Association 
issued a statement 


from Washington, declaring that 
the settlement embodies both the 
“spirit and intent” in which BMI 


was organized. 
Although ASCAP officials would 


‘not discuss the termination of the 
| suit against BMI and the networks, 
/its president, Gene Buck, did issue 


| pointed 
| promotion 


a statement on “the enthusiastic re- 
ception accorded the Society’s 
weekly radio program.” 

The show, “ASCAP on Parade,” 
made its debut last Saturday over 
four New York independent sta- 
tions which are licensed by ASCAP. 
According to Mr. Buck, requests 
for transcriptions have been re- 
ceived from 103 stations. He also 
cited “the amazing response” to 


the first program, and declared that | = 
“thousands of letters have been re- | 


| 


Bogan Heads CP Program | 


ceived.” 


John E. Bo- 
gan has been ap- 
sales 

man- 
ager to direct 
the Certified 
Performance gas 
range program 
for the Associa- 
tion of Gas Ap- 
pliance and 
Equipment Man- 


ufacturers, suc- 

ceeding R._ S. 

Agee. Mr. Bo- 

gan has-been 

with the Associ- John E. Bogan 
ation for two years as CP gas 
range field sales counsellor and 
was previously with the Central 


Peoria. 


Ask lowa Dairy Funds 


A bill to provide funds for adver- 
tising Iowa’s dairy products dur- 
ing the next two years has been 
introduced in the state legislature, 
the previous $200,000 two-year ap- 
propriation having run out. The 
bill would levy a tax of 1 cent per 
pound on all butterfat production 
between June 1 and June 15 of 
this year and next year. 


Illinois Light Company, 


Dake-Johanet Moves 

Dake - Johanet Advertising 
Agency, Los Angeles, has moved to 
6103 Melrose blvd. 


| since 


program basis, | 


president of both | 


Food, Drug Unit 
Shows Decreases 
in Prosecutions 


Washington, D. C., Jan. 39 — 
Sharp decreases in both crimina] 
prosecutions and seizures during 


1940 as compared with 1939 were 
reported today by W. G. Campbell], 
chief of the Food and Drug Admin- 
istration, in his annual report for 
the fiscal year ended June 30, 1949 
The report was the last addresseq 
to the Secretary of Agriculture 
the Administration is now 
part of the Federal Security 
Agency. : 

Criminal prosecutions during the 
1940 fiscal year totaled 337, com- 
pared with 705 during the 1939 fis. 
cal year. Seizures totaled 1,697 in 
1940, and 2,048 in 1939, the com- 
bined total being 2,034 for 1940 and 
2,753 for 1939. 

There were 224 food prosecutions 
in 1940, 13 stock feeds, 99 drugs 
and devices, and only one cosniet- 
ics, compared with 49 in the pre- 
vious year. At the end of the fiscal] 
year there were 519 trained pro/es- 
sional employes in the Administra- 
tion, Mr. Campbell reported, and 
this staff will be increased by about 
100 during the current year. 

The report details the work of 
the Administration, most of which 
has been reviewed from time to 
time during the year. It contains 
no recommendations or suggestions 


Ayer Promotes Murphy 

Marvin Mur- 
phy, manager 
for the past year 
of the publicity 
department of N. 
W. Ayer & Son, 
Philadelphia, has 
been elected a 
vice-president of 
the agency. Be- 
fore joining 
Ayer in 1929, 
Mr. Murphy was 
a Washington 
correspondent for 
the Baltimore 
Sun, Louisville 
Courier-Journal 
Times. 


Amos Ruddock to Talk 


to Detroit Adcrafters 


Amos Ruddock, of the special 
products division of Dow Chemical 
Company, Midland, Mich., will be 
the guest speaker of the Detroit 
Adcraft Club at its Feb. 7 lunch- 
eon. He will diseuss the market 
development work being done by 
Dow. 


Marvin Murphy 
and 


Louisville 


Research Firm Expands 

Samuel E. Gill, New York mar- 
ket research firm, has leased addi- 
tional space at 52 Vanderbilt ave- 
nue. 


IMPORTANT ADVERTISERS 
are 


FREQUENT ADVERTISERS 


... in the only women’s 
weekly magazine... . 
read by 112 million cus- 
tomer-housewives. 
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INSERTIONS IN 
THE FAMILY ciRCLE 


THE FAMILY CIRCLE 


The only women's weekly 
; magazine 
New York * Chicage * San Froocist? 
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Fable of the 
Duck 
and the 
Hungry Goose 


ADVERTISING REVENUE 1940 


> By chance one day, a southbound duck found himself in com- 
pany with a rather thin goose. ‘‘What say,’ puffed the goose, 
‘‘we stop off at that pond below for lunch?”’ ‘‘Me,”’ said the 
duck, ‘‘I’d prefer that crowded marsh farther on to the left. I 
eat there regularly on the trip south and the wild rice there 
is swell—and plenty of it!’’ ‘‘Please,’’ pleaded the goose, ‘‘my 
pond’s nearer and there’s not so much of a crowd on it.” 
“Okay, okay,’’ quacked the duck. And they dropped off at the 
first pond. ‘‘See, what did I tell you?’’ said the goose. ‘‘Beau- 
tiful scenery, nobody to bother us.’’ ‘‘ Yeah,” said the duck, 
‘*but where’s all the wild rice? I should have known better than 
to take advice on eating places from a goose as thin as you!”’ 


When you see a busy restaurant, you don’t 
have to ask if the food is good 


yj") | 


| THE SATURDAY EVENING POST 


$27,212,997 


| LIFE 


$18,416,440 | 


| COLLIER’S $13,445,040 


| TIME $7,539,203 | 


| LIBERTY $4,736,997 | 


You'll find successful advertisers invest more 
money in The Saturday Evening Post than in 
any other magazine— weekly or monthly. 
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New Buick Models 
Make Late Entry 
in Ad Campaign 


: "Two-in-One" Spreads 
Tell New and Old 


Stories at Once 


Sin Ss 


Detroit, Jan. 31.—Unusual, if not 
altogether new, is Arthur Kudner’s 
handling of announcement copy for 
Buick’s new models, just being in- 
troduced. The _ interposition, at 
mid-season, of an important new- 


model introduction in an advertis- 
ing program laid out for cars al- 
4 ready on the market presented 


somewhat of a problem. It was not 
just another body type that was 
ual being added to the line, but a whole 
series of four models, something to 
be exploited on a major scale. At 
the same time, it was important 
not to neglect the earlier introduced 
Buicks. There were good ads wait- 
ing to run—ads too important to 
be put off longer. 

current issue of The 


seen in the 


How the problem was solved is | 


Saturday Evening Post in which a 
Buick spread tells two full stories 
in a single pair of opposite pages, 
believed by the agency to be the 
first complete two-in-one passenger 
car advertisement ever published. 

“Like an Extra Engine Cutting 
In,’ reads the headline. Then the 
copy describes the thrill of extra 
power provided by Buick’s 1941 
feature, compound carburetion. 
“Out of nowhere seems to come an 
xtra engine,” 
swoop, a soaring rush that sinks 
you deep in your seat-back—and 
you’re UP the hill, PAST the 
truck, OUT of the tight spot— 
Why?” The answer is provided in 
the discussion that follows on com- 
pound carburetion, and the point is 
made that it is optional equipment 
on the Special. 


Another Ad 


But on the right hand page is 
another ad—complete in __ itself. 
“Now You Won’t Have to Build a 
New Garage,” promises the head- 
line, and the subhead reads: ‘Four 
New Additions to the Buick Spe- 
cial Line now give you Big-Car 
Pleasure in More Compact Size.” 
The text then tells why Buick now 
offers a smaller car and 
|its advantages. 

Three Buick spreads are sched- 
uled for the Post. The next to ap- 


runs the copy. “A| 


stresses | 


BUICK SPREADS TELL TWO INDEPENDENT STORIES Indictments Given 


Weve put one over @., fm ' sours 
on the Yardsticks pie OF = 


“Best Buick Yet" 


Introduction of a complete new line on a shorter wheelbase, plus development 
of a sales story for the regular line, are the dual assignments given spreads like 
this one, which will run in the Feb. 8 Saturday Evening Post. In this case the 
new line gets major play, with a page and a half devoted to it, while compound 
carburetion, a primary talking point for the bigger line, has its own story in the 
lower half of the right-hand page. Arthur Kudner, Inc., is the agency. 


pear, Feb. 8, will lead off with the 
|new model story, giving it the big 


Four New Additions to the Buick 
Special Line that Compact Motor- 


play across the two pages. Under car Bigness into Handy Size.” 
the heading “We’ve Put One Over Then in the lower half of the right- 
on the Yardsticks” will be the im- hand page will appear another 


complete advertisement under the 
catchy headline, “Two can Breathe 


portant news subhead: “Here are 


Cheaper than One.” The copy is 
straight factual stuff about the ad- 


car. 

The final Post ad for February, 
scheduled for the 22nd, goes back 
to highlighting the main story— 
Buick economy. And again, with 
intriguing headlines, the advertise- 
ments swing over to the new mod- 
els. In addition to the Post, an ex- 
tensive list of weekly and monthly 
publications are on the national ad- 
vertising schedule. 


Newspaper Copy Expanded 


Jan. 31 and Feb. 1 see the open- 
ing of Buick’s newspaper campaign 
on the new models. Approximately 
|2,300 papers are being used. Four 
insertions are scheduled for this 
month with copy running up to 
1,000 lines in major cities. In the 
local advertising the big news is 
the new models, but while doing a 
thorough job on these, a series of 
six 180-line ads will proclaim the 
regular Buick features such as 
Fireball design and compound car- 
buretion. Buick has _ boosted its 
spring newspaper advertising $200,- 


vantages of two carburetors to a/| 


} 
| 
| 
} 


—— 


U. S. in Denver 
Food Cost Probe 


Washington, D. C., 
The Department of Justice 
nounced today the return of an 
indictment by a grand jury in Den 
ver, charging 15 defendants 
violation of the Sherman Antitrust 


Jan. 29 — 


| Act by fixing excessive retail ng 


| 


| products. 


|} mum 


wholesale prices of food and h»: 
pering the distribution of fvoq 
The indictment cha 
three separate violations and names 
the Food Distributors Associat) n, 
Inc., and chain and independent 


| members. 


According to the indictment he 
defendants organized an assoc 'a- 
tion, which adopted uniform mini- 
wholesale and retail pr ce 
mark-ups. The indictment «© so 
charges that the Association ‘s- 


|criminated against purchases frm 


producers and manufacturers; that 


‘this was accomplished by requir ng 
|/a mark-up on food products bourht 


|}according to the 


directly from producers which \y as 
greater than the mark-up required 
on goods bought from local jobbers, 

It was also charged that ‘he 
scheme was to be financed by ac 
ing a special charge to each c se 
of canned milk. This fee is col- 
lected by the jobbers and turned 
over to the Association to pay its 
running expenses. 

All of the retailers in Denver, 
indictment, were 


|compelled to abide by the regula- 


tions of the through 


repeated threats 


conspirators 
that they would 
be forced out of business if they 
were recalcitrant. The threats, it 
is charged, were to be carried out 


|by means of suits under the Colo- 


rado Unfair Practices Act. 


COPY WAR BREAKS IN 
DENVER AFTER INDICTMENT 

Denver, Jan. 30.—Name-calling, 
knockout-punch newspaper copy 
returned for another run in Denver 
this week following in the wake of 
the handing down of indictments by 
the federal district court against 
the Food Distributors Association 
and numerous of its members. 

In a four-column ad packed with 
heavy black rules and the buckiest 
buckeye type available Save-a- 
Nickel, local chain, revealed the 
“behind-the-scenes account of how 
Save-a-Nickel forced members of 
the price-fixing group to lower 


F 


Joe Czajkowski 


One look at Joe’s uneventful. flat face and 


you think of an old dishpan. 


$$$ But he’s a darn smart salesman. Knows 


when some big-shot he’s calling on can be 
closed, and how to close him. And he’s 
quick to see the angles that help matters 


along. 


$$$ “Wherever I go,” Joe says, “I notice 
publications we advertise in, lying around 
reception rooms. 

$$$ “But there’s one I never see in recep- 
tion rooms. It’s the best one because | see 


it inside, right on my customer's desk. 


That's where it does me the most good. 


discovers something 


$$$"Its in head offices all 
over. In Chicago, Detroit, To- 
ledo, Cleveland, Pittsburgh.” 
$$$ If your own advertising 
is aimed at executives, you too 
need The Wall Street Journal. Joe’s No. 1 
selling aid. 

$$$ $1.3°, of its national circulation is in 
the 181 counties where 74°, of all U.S. 
manufacturing is done and 64°; of all U.S. 
retail sales are made. 

$$$ Gives you more readers, per advertis- 
ing dollar, among active management-execu- 
tives of industrial corporations with assets 
of over $1,000,000 than any other publica- 
tion. More readers, per dollar, among bank 
presidents than any other publication. 

$$$ And 86°. of its subscribers read it in 
their offices at their desks —- their point of 


purchase and your point of sale. 


WALL STREET JOURNAL 


--- Sells management executives 


---at point of sale 


their prices last Friday.” ‘Why are 


000 above what originally was prices lower today?” this company 
planned. 7 ne eR ease 
The introductory campaign for asked. “Because Save-a-Nickel tes: 
the smaller cars includes also the "®Y" 4 part of any price-fixing 
usual dealer helps that go with tilapia and had the courage to lead 
new car announcements. One of '" lowering food prices. 
these is the catalog saver which Safeway Has Its Say 
tells the story of the four new mod- A slightly less heavy mourning 
els in full color, regular catalog art border surrounded a Safeway ad- 
fashion with complete specifica- | yertisement captioned, “Peace 0! 
tions. These serve as effective di- War—Here is Safeway’s Policy and 
rect mail, as letter enclosures or Guarantee—We will Not Be Under- 
show-room hand-outs. There are gold.” 1 a slightly Jess belligerent 
also. four-color posteards, with/tone than that used by Save-a- 
space for the dealer’s message on | Nickel, the West’s largest grocery 
the back. Other helps include win-| chain organization declared that 
dow paint, automotive analyst— “Safeway will not cut any price 
facts in quick digest form dealing | with intent to injure or destroy 
entirely with the new models, and | competition, but will meet the low- 
the economy folder which, while est price of every competitor i'en 


written for the whole line, fits in- 
to the introductory work on the 
new cars. The February issue of 
the “Buick Magazine” will carry a 


by item and day by day.” 

T. W. Henritze, Denver divisional 
manager for Safeway, which « 
ates 56 stores in Denver and 11 


special two-color spread on the Colorado, issued a prepared st«te- 
new models, ment immediately after the incict- 
cease engmmmenaaaes ment was handed down, poin ing 

WMAZ to Boost Power out that Safeway resigned fron th 
WMAZ, Macon, Ga., has_ been ocs Uistremuters Assertion wi 


the latest action to increase the re- 
tail markup was taken. Safe wa) 
was named in the indictment. 


WIS 


560 KC ° NBC RED 
5000 watts day, CP 5000 watts nig" 


COLUMBIA, S. C. 
" FREE & PETERS, IN 


7 Exclusive National Representa 


granted permission by the FTC to 
increase its power and to operate 
on unlimited time. 
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Newell-Emmett Resigns 
Equitable Life Account 


Newell-Emmett Company, New 
York, has resigned the account of 
Equitable Life Assurance Society of 
the United States. The agency has 
been associated with Equitable since 
1935, and has directed the entire ac- 
count since 1938. 

Newell-Emmett officials declined 
to give a reason for the move, but 
it was learned that the insurance 
company has done practically no ad- 
vertising for more than two years. 
Frank L. Jones, head of the Equi- 
table advertising committee, de- 
clared that no immediate promotion 
is planned and that no new agency 
appointment is in the offing. 


“Aer-O-Gram” Bows 

The first issue of Aer-O-Gram, a 
monthly publication designed for 
the air traveler, has just been is- 
sued by Air Travel Communica- 
tions, 664 N. Michigan avenue, 
Chicago. John I. Dennehy is presi- 
dent and John Garton, former pub- 
lisher of Skylines, is executive 
vice-president in charge of adver- 
tising. 


J. Holmboe & Co. Appoints | B&B Elects 3 Directors 


J. Holmboe & Co., Campbell, 


Public Relations Clinic 


Morgenstern Heads 


W. V. Morgenstern, University of | 
Chicago, has been elected president 
of the Public Relations Clinic, Chi- 
cago, to succeed G. R. Schaeffer, 
Marshall Field & Co. J. E. Bulger, 
Chicago Motor Club, was re-elected 
vice-president and Arnold R. Daum, 
executive secretary of the commit- 
tee on motor fuels, American Petro- 
leum Institute, was elected secre- 
tary-treasurer. 

Ralph D. MacManus, Armour & 
Co., and Charles A. Livingston, 
Illinois Manufacturers Association, | 
were re-elected to the executive 
committee together with E. J. Con- 
don, assistant to the president, Sears, 
Roebuck & Co., and Robert W. 


Wood, the Borden Company. 


N. Y., maker of Holmboe’s Gjetost, | 


Norwegian-type goat cheese, has 
appointed Parker-Allston Associ- 
ates, New York, to direct its adver- 
tising. Thomas G. Brennan is 
account executive. 


Toronto for NIAA 


The nineteenth annual confer- 
ence of the National Industrial Ad- 
vertisers Association will be held 
at the Royal York Hotel, Toronto, 
in September. The Industrial 
Advertisers Association of Ontario, 
the Toronto chapter of NIAA, will 
sponsor the conference, assisted by 
the Montreal chapter. 


William R. Baker, Jr., Robert 
Lusk and Clarence Goshorn have 
been elected members of the board 
of directors 
Gerald Carson has been elected a 
vice-president of the agency. 


of Benton & Bowles. | 


Defense Causing 


Markets to Move, 
Hovde Declares 


Long Range Planning 
by Business Called a 
Necessity 


New York, Jan. 30.—Envisaging | 
the current emergency as a unique | 


opportunity for market researchers, 
Howard T. Hovde, assistant profes- 
sor of marketing at the Wharton 
School of Finance and Commerce, 
and president of the American 
Marketing Association, today point- 
ed to the cultivation of newly cre- 
ated markets born of defense 
expansion and_ consideration of 
marketing procedures in the post- 
emergency period as the two chief 
tasks now facing producers of con- 


/sumer goods. 


In an address before the associa- 
tion’s New York chapter, Dr. Hovde 
observed that defense orders to date 
have been concentrated in the At- 
lantic seaboard states, utilizing 
existing plant facilities. It is prob- 
able, however, that many new in- 


dustrial areas will arise, he said. 

“People follow jobs,” he went on. 
“With newly created industrial 
areas, new markets must be map- 
ped out by the consumer goods 
industries. These are the market- 
ing opportunities which must be 
analyzed as the gainfully employed 
population—people with money to 
spend—shifts from one community 
to another and within communities 
themselves. For example, a coun- 
try town in Indiana can become 
overnight an industrial city em- 
ploying thousands of factory work- 
ers.” 


Income to Go Up 


National income will continue to 
rise in 1941, Dr. Hovde predicted. 
Accompanying this trend will be an 
increase in the production and sale 
of consumer goods. As national de- 
fense orders present further de- 


mands upon industrial production, | 


some production now devoted to 
consumer goods will necessarily be 
diverted into defense channels with 
the result that some consumer pur- 
chases may have to be postponed 


‘until after emergency orders have 


been filled. 

“Except for temporary disrup- 
tion of individual markets and 
those engaged in these marketing 
channels, the postponement of con- 
sumer purchases will cushion post- 
defense collapse,’ he said. “During 


M ual? 


Heavy coverage of 09 of the best retail trading areas 
in the country... 


Among 1,400,000 of the best buying families in 


these markets .. . 


Through 1,400,000 known grocery-buying house- 


wives... 


Who read The Family Circle more carefully than 
any other woman's magazine... 


And who are practically all customers of self-serv- 
ice food stores... 


Where the choice of products displayed on the 
shelves is influenced by consumer advertising 


alone eee 


All this, at a base rate of less than $2 per thousand 


families... 


ANU f POYUENEY, ho 


For in addition, The Family Circle is the only 


womans weekly magazine — the only woman's 


CASE HISTORY NUMBER ONE 


Showing that importont advertisers are frequent advertisers 
in the only woman's weekly magazine 


Advertiser's Product 0G A Kitchen Salt 
1940 Expenditure in all magazines $120,000 
Average no. of insertions in each magazine 6 
NO. OF INSERTIONS IN THE FAMILY CIRCLE. ..26 


magazine in which advertising can be made to cor- 


respond more closely with weekly shopping habits. 


A comparatively small expenditure — less than you 


might pay for a single spread in a woman's monthly 


magazine — can implement your present advertis- 


ing with an every-other-week schedule in The 


Family Circle, reaching 1,400,000 of your primary 


prospects in your most important markets. 


This isn't a new idea among advertisers. 


For last year 41 nationally advertised products, 


whose average expenditure for magazine advertis- 


ing amounted to more than $67,000 each, were ad- 


vertised in The Family Circle more frequently than 


in any other magazine. 


The Family 


1,400,000 CUSTOMER-HOUSEWIVES EVERY WEEK 


NEWARK + NEW YORK + 


CHICAGO 


Circle 


* SAN FRANCISCO 


a —— 


this period a new form of selectiy,e 
selling may be experienced by cop. 
sumer industries, devising thei; 
own form of priorities because they 
are unable to fill all orders.” i 

In this connection Dr. Hovde dis. 
closed that a leading American 
market research organization hag 
just been awarded its largest as. 
signment in England, involving the 
formulation of a private system of 
priorities in the distribution of 
merchandise to British consumers 


Industrialists Look Ahead 


To demonstrate the concern of 
| forward-looking manufacturers re. 
garding the post-emergency periog 
he described how a well known 
member of the American Markvting 
Association recently left a position 
with a large distributor of cop. 
sumer goods to accept a post as 
commercial research directo: 
one of the biggest capital g¢g 
| manufacturers. 
| “Industrial management has been 
_borrowing leaves from the book o; 
|consumer goods management,” he 
remarked. “This marketing econo- 
_mist, by his own admission, is not 
| worth his salt in his new occupa- 
|tion. He has to learn first the prob- 
lems of an industry with which hg 
has little familiarity; but his boss 
is satisfied. 

“*T don’t expect you to earn you 
salary this year or next,’ said the 
boss, ‘but we expect you to tell us 
what to do two, three or four years 
from now when the orders we now 
have on our books may no longe; 
be there because of one-consume: 
buying.’ Consumer goods _indus- 
tries must not fail to nurture thei 
child, marketing research, whict 
they bred during the past decade 

One of the most reassuring as- 
pects of the current situation, D; 
Hovde declared, is a “fairly stable 
market condition, with prices o! 
consumer goods reasonable and 
governmental machinery ready fo 
a “crack-down” on undue price 
rises. 


for 


0ds 


Packaging Exhibit Opens 
| Art Center Chicago, 820 N. Mich- 
/igan avenue, opened its first annua 
Packaging Exhibition Jan. 30 wit! 
a display of 200 labels, cartons an¢ 
packages. Following the opening 
Milton Pottlitzer, editor, Packaging 
Parade, gave a talk on package de- 
sign accompanied by slides show- 
ing before and after illustrations 


Cement to Anfenger 

The Missouri Portland Cemen' 
Company, St. Louis, has appointed 
Anfenger Advertising Agency, St 
Louis. John D. McEwen is ac- 
count executive. 


Vogel Opens Agency 

Daniel Vogel, formerly advertis- 
ing manager of Morgan’s Furniture 
Company, Boston, has opened ad- 
vertising offices at 38 Chaunce) 
| street, Boston. 


Ciba to Cory Snow 

The Ciba Company, New York 
maker of dyestuffs, has appointed 
Cory Snow, Boston, to handk 
advertising. Business papers and 
direct mail are being used. 


MULTIPLE IMPRESS! ONS 
ON MASSES OF PEOPLE: 


35,021,292 


persons see Whaley Taw 
posters each week— on? 
cabs in 43. cities! That 
mass circulation! for 4 
tails, write Wm. E. Whales 
Co.. Washington Huilding 
Louisville, Ky. 
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‘The New York Times 


JANUARY. | Mar | Section . 
ees flagazine 


ae 14, by The New York Times Company ; 


POWERED-FOR-PROFIT BY AMERICA’S BIG- 
GEST SUNDAY ADVERTISING MEDIUM...THE 
NEW YORK TIMES MAGAZINE IS A UNIQUE 
NATIONAL MAGAZINE. There is POWER in 


its compelling command of reader attention. 


There is POWER in its penetration into read- 


ers’ lives. There is PROFIT in the way it moves 
readers to quick response ... and when you 
consider that its readers form one of Amer- 
ica’s biggest audiences—over 800,000 pros- 
perous, active American families—you know 
that it is the POWER-FOR-PROFIT your maga- 


zine schedule wants in 1941. Full details glad- 


ly and instantly upon request. 
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Iwiden distribution and 


groceries in Chicago... 


This 1,000,000-plus circulation, every day of the week, de- 


livers the breadth and penetration of coverage you need to 


capitalize Chicago’ s stepped-up ability to buy what you sell 


| ON THE BASIS 
OF RESULTS- 


general grocery ad- 
vertisers last year 

| placed in the Trib- 
Rin, ANY TWO une more of their 
curcaco OTHER budgets for Chicago 
TRIBUNE CHICAGO. newspaper adver- 
‘ NEWSPAPERS tising than they 
a COMBINED placed in any two 


other Chicago news- 
papers combined. 


O YOUR Chicago sales reflect the upswing in buying 
power thruout this market? Does your advertising 
make the broad, full-market impact required to get 
your share of the fast-multiplying sales opportunities here? 
You can speed turnover, widen distribution and sell more 
in Chicago by building your advertising program around the 
Tribune. The more people you tell, the more you sell. Thru 
the Tribune you reach Chicago’s biggest and best market for 
everything sold at retail. 


Chicago’s All-income Medium 


With over 1,000,000 net paid every day of the week, the Tribune 
delivers from 585,000 to 635,000 more total daily circulation than 
ther Chicago daily newspapers. On Sunday it delivers from 
150,000 to 760,000 more than other Chicago Sunday newspapers. 


THE WORLD’S 


When you use the Tribune you get balanced, market-wide 
coverage of metropolitan Chicago. You get 450,000 more daily 
circulation in Chicago and suburbs than other Chicago daily 
newspapers deliver—more than any two other Chicago daily 
newspapers combined. 

On Sunday the Tribune delivers in metropolitan Chicago 
from 380,000 to 460,000 more circulation than other Chicago 
Sunday newspapers deliver—more than the other two Chi- 
cago Sunday newspapers combined. 


When you can have more, why take less? 


General grocery advertisers as a group affirm the Tribune's 
ability to produce volume sales. They place in the Tribune more 
of their budgets for Chicago newspaper advertising than they 
place in any two other Chicago newspapers combined. 

When you can have more, why take less? To put maximum 
punch into your Chicago selling, to give your dealers and your 
salesmen the broad, full-market support they need and want, 
build your advertising program around the Tribune. Rates per 
100,000 circulation 
are among the lowest 
in America. 

Ask a Tribune rep- 
resentative or your 
advertising counsel 
to help you plan a pro- 
gram built around 
the Tribune which 
can help you get the 
increases you want 
in Chicago. 


@ To make the most effective approach 
to Chicago’s largest constant audience, the 
Tribune gives you your choice of advertis 
ing in black-and-white, newsprint color, 
sepia roto, coloroto, comicolor and Graphic 
color. Ask a Tribune representative for 


complete information. 
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Taking a Long Look Ahead 


Social and economic changes go 
on all the time, but they are greatly 
accelerated by national emergencies 
and 
we 


such as wars preparations for 


war. Hence may expect to see 
the trends which have been in evi- 
recent year's 
and speeded up by the 


the national defense program 


dence in accentuated 
pressure of 
Re- 
sults which might have taken dec- 
ades for full accomplishment may be 
apparent within a few years. Now 
is the time to the significant 
things that are happening, and to 
attempt, even in a limited way, to 
evaluate them in terms of their ef- 


note 


fect on our future. 

For one thing, the demand for 
greater industrial production and 
greater efficiency in design and 


manufacture of everything needed 
for defense will undoubtedly have 
tremendous effects in bringing into 
active use new ideas and products 
which research engineers have been 
toying with for a long time. Sup- 
for example, the suggestion 
that steel could be made at one op- 
eration, directly from the ore, were 
to be realized, with a great reduc- 
tion in the cost of production and 
prices and a consequently greatly 
widened market for steel products. 


pose, 


the hold of some strongly estab- 
lished distributor groups on large 
industries. That would pave the 
way for radical changes in dis- 
tribution in the industries so af- 
fected. 

Our industries are being ex- 
panded to meet war needs. Some 


of that extra capacity will be sur- 
plus, as far as present normal mar- 
kets are concerned. But if research 
product development and new 
markets is undertaken now, as it 
should be, we may be able not only 
to cushion the economic shock of 
peace to individual companies, but 
make the conversion of swords into 
simpler for 


on 


plowshares easier and 
the whole. 

The ultra-conservative viewpoint, 
based on a purely financial outlook 
on the returns from future invest- 
ment, may be pessimistic because 
of the certainty that taxes will be 
extremely high and national in- 


nation as a 


;come more widely distributed here- 


after. But we prefer the soundly 
'constructive optimism of Bruce 
| Barton, who was quoted in these 


j}always 


How would that affect the markets | 


not only of steel makers and fab- 
ricators, but of all whose products 
might be in line for substitution? 
Then consider the possible effects 
on our normal distribution and sales 
methods of the activities of the na- 


tion's Number One buyer, Uncle 
Sam. He is setting up purchasing 
methods which cut across trade 


channels and demand direct action 
by the manufacturer. This is go- 
ing to break down many accepted 
ideas of how should 
be distributed, and perhaps weaken 


goods are or 


|continue to be 


pages as saying, “The republic has 
moved forward, and we 
maintain faith that this will 
true. 

“We may, after all, be a_ better 
nation by reducing some of the 
fortunes created in another era and 


must 


| lifting incomes in the lower brack- 


ets. The society of the future will 
be more classless than any that has 
ever existed in the United States. 
If nobody can get under the 
new rules, everybody has a chance 


rich 


for a reasonable share of the good 
things of life. 

“The young folk of 
only for a chance to work. 


today ask 
If they 


are not afraid of the future, why | 


should we be?” 


Watch the Retail Advertiser 


able to 
super ol 


We have never been 
understand the somewhat 
attitude of some of those engaged 
in national advertising toward the 
work of those whose job it is to 
ring cash registers every day in 
retail stores through the use of ad- 
vertising which must be profitable 
if it is to continue and if the busi- 
Retail advertis- 
ing is more highly competitive and 
carefully 
methods and results than any other 
type of this field. Na- 
tional whose tendency 
has been to over-emphasize certain 


ness is to continue 


more scrutinized as to 
activity in 
advertisers, 
academic advertising 
copy, illustration, layout and other 
techniques, the 
results, clinical 
retail 


aspects of! 

sometimes at ex- 
the 
advertising to 


pense of need 


tests of 


pre ve 


or disprove the correctness of their 
theories 

That is why ADVERTISING 
constantly 
such 


AGE is 
reporting the findings of 
outstanding 
tail advertising as Macy’s 
H. Howard, its executive vice- 
president, who spoke in Chicago 
last week, must have shocked a lot 
of practitioners whose work is not 
so constantly subjected to the fiery 
furnace of daily results by his de- 
mand for more work and more dig- 
ging to determine not merely a 
workable formula, but the best and 
most profitable formula 


successes in re- 


William 


There is no smug complacency in 
the retail advertising field—it would 
be a far too expensive luxury. Can 
we afford to maintain it anywhere 


) 


else’ 


THE JOY THAT PASSETH UNDERSTANDING 


wr 194) by Uniied 
Tm fret S Par 


“We teach you to understand your own skin, and when you understand your own 
skin, THEN you begin to enjoy life." 


Ad-libbing 


Guest Editor 
We're turning 
umn over, this 
editor” and we 
mind too much. 


most of this col- 
week, to a “guest 
hope he doesn’t 
The reasons are 
easy to give: (1) we have nothing 
in particular to and (2) he 
does a much better job of writing. 
Our guest editor is “The Man-in- 
the-Street,” who runs a_ regular 


say; 


column in the Newspaper World of | 


London, under a photographic head 
showing a Fleet street view—Fleet 
street with all its buildings intact, 
just as they were away, way back 
in the before-bombing era, 
Writing in the Jan. 4 issue of the 
Newspaper World, with the smoke 


of the burning City acrid in his 
nostrils, the Man - in - the - Street 
says: 

“About this time in this page I 
usually attempt to offer sugges- 
tions for New Year resolutions in 


our trade. Although, in the present 
state of affairs, one cannot make 
up one’s mind whether to make a 


good resolution or a will, we will 
try once again. 
The Ministry of Information 
To be one. 


Radio Critics 
To leave no turn unstoned 
Reporters 


To spare no expenses in the 
performance of their duty 
Mr. John Gordon 

To keep the wops on the skip 
and jump. 
Sub-Editors 

To watch and pray that in The 


Lord’s good time their eyes may 
be opened and their steps led to 
higher and worthier things 
Picture Papers 


Always to obey the command 
‘Thighs right.’ 
Astrologers 

To get something right 


Office Lawyers 

To find something wrong 
Newsprint Buyers 

To remember 
God can make a 
Leader Writers 

To remember that you can say 
the same thing some of the time, 
and some of the 


sadly that 


tree 


only 


time the same 

thing, and you can say the same 
thing all of the time 
Art Editors 

To remember that every pic- 
ture does not sell a story 
Mr. Garvin 

To remember the little more 
and oh how much it is! 


Local Correspondents 


To continue to put head office 
men through the scoops 
Myself 

To keep alive.” 


And then our guest editor, at- 
tracted by a news item which re- 
ports that hospitals, churches and 
public houses (taverns to you) 
seem to be favorite targets of 
bombers, dashes off this touching 
bit of sentimentality: 

“The day may come when vainly 


one may search 

To find a pub, a_ hospital or 
church. 

Though this may mean—refut- 
ing any bias, 


The end of all the drunk and sick 
and pious!” 


Congenial Company 


Having started on the English 
angles, we may as well go on to 
report that charming item in The 


Advertiser's Weekly, also of Lon- 
don, which proves beyond all doubt 
that war or no war, British adver- 
tising and newspaper men are gen- 
tlemen, with an altogether 
proper appreciation of the finer 
things of life. 
“Fleet street 
newspaper men 


sir, 


advertising and 
have an opportu- 
nity of serious war service—at 
their own leisure,” declares this 
publication, announcing the forma- 
tion of a home. guard =§ section 
“which already includes some well- 
known men from the street.” 

“This is a special machine-gun 
section, with an exclusive ‘posse’ on 
the river front, at a strategic point. 
Gun-tuition is, of course, provided, 


j}and here is a chance of doing some 


really valuable war service in 
teresting surroundings 
company.” 


In- 


and good 


Testing Copy at Meetings 


Copy testing is getting more and 


more widespread, one of its more 
recent manifestations being ex- 
emplified by a stunt which House 


Furnishing Review pulled off at the 


recent National Housewares and 
Major Appliance Show. Buyers 
attending the show were induced 
to cast their votes for the best ad- 
vertisements among the 187 in the 
January issue of the publication, 
first place going to Aluminum 


Goods Mfg. Company and Cramer- 
Krasselt, its agency. 

Second place was garnered by the 
Kelvinator copy in the issue, pre- 
pared by Geyer, Cornell & Newell, 
and third place went to Maste1 
Metal Products Company, whose 
copy was produced by Lloyd Mans- 
field Agency, Buffalo Engraved 
plaques were awarded the winners 
by Andrew J. Haire, publisher of 
Buyers participating in 
given personalized 
trays 


the 
the 
monogrammed 


paper 
vote were 


ash 


i 


Information 
for 
Advertisers 


The following documents miy pe 
secured without charge from 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising as one 
executive writing on his bus nec 
letterhead. 


No. 1761. WOW Market Ma; 
Radio Station WOW, Omah: 


Nas 
issued two new maps—one Wwe 
ing an analysis of mail resp inse 
and the other showing effective 
buying income. The mail la} 
gives a clear picture of coOverag 


and audience strength by indic: ting 
percentages of response, by co: nty 
to the number of radio homes 


No. 1758. Only Paul Bunyan ( 
Do This. 
Radio Station KMA, Shenancovah 
Ia., has issued this pamphlet w hic) 
is the first of a series 


uld 


new ing 
the station’s theme, “‘The Paul liun- 
yan of the Farm Belt.” The mate. 


rial includes facts about the am unt 
of mail Paul delivered in the yea; 
ending Nov. 30, a coverage mip, ; 


county breakdown map _ showing 
mail response, and data on the sta- 
tion’s market. 

No. 1702. Consumer Purchase 


Cortland County, New Yo! 
the locale for this study issued by 
Farm Journal and Farmer’s Wife 
covering consumer’ purchases of 
items ranging from cosmetics t 
automotive products. Charts shoy 
the per cent of purchases of al! of 
these items by town, rural and farn 
families of five economic classes 
The similarity of town and farn 
purchases in many instances, and 
the greater use of certain product: 
by farm families are interesting 
points in the study. 


No. 1722. Why Should I? 
“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous 
sons. The papers’ editorial appea 


rea- 


land reader response are discussed 


land 


information is provided 
cerning the number of readers 
where they are, and their buying 
ability. Rate and circulation dat 
are included, as well as some ad- 
vertisers’ success stories. 


con- 


No. 1703. Dodie’s Date. 

Dodie, the sub-deb, is a_ pretty 
important personage in the house- 
hold, and Ladies’ Home Journa 
tells why and how in this booklet 
Seems she’s style, brand and adver- 
tising conscious, and furthermor 
she’s a buyer. What the Journe 
is doing about her and the marke! 


she represents for advertise 
also brought out. 
No. 1726. How Rural = Americe 


Spends Its Money. 

Curtis Publishing Company lh: 
issued this booklet, which contal! 
highlights from Curtis’ analysis © 
the United States Consumer Pul- 
chase Survey. Figures sho 
percentage of expenditure f 
rious product classifications u 
upper and lower income groups 
and in a tabulation of buying pow 


indices, Country Gentleman reac 
ers’ average is compared w ul 
national farm average. The klet 
also contains a circulation 

by county, showing the avecras 


value and average gross inc‘ 
farm. 


No. 1745. Listening Audien Cen- 
tral New York State. 
This folder, issued by \WSY® 


Syracuse, has an inside pocke: w'* 
holds loose leaves reporti:g ™*' 
different listener surveys The 
cover station popularity i n 


pal cities, in ten counties »eé 
Syracuse for both farm Dost 
listeners, and in a typic:! [" 
region. The fifth survey sho® 
what local merchants t! 0k 


WSYR as a mover of merc)ane: 


cA ate ages! gd oe ee ae ot ee cape rca Ne. hb aaa 432 aS Hei 7 se Bi es 4 “wai ee 
A - ° - Pt ‘‘! 
dees 
sabe 12 ee | Fe 
2 ea se —_ 
ge pa a a RN A nn nn ln oannmpemnenmmeae —— 
by ; ; . 
4 “he me ~ ~~ 7 . ; 
‘ cee we Soe f | oe 
x fe prs 8 } nae a 
ae | aS veg - A fy! wv - ass at} 
et we” aS | dakeup ae 
ee ee 4 RS? ay | 
ed * > | on on oy 
4 ! as » Leo IR puerta en aaa 
’ | , - - ° %, 
; ee | gg a mY 9 4 + .< 
> =i 7 -. ee « it mY 
EEE » | Ne! q j | | 2 
eC mR |: Ls 
z hg fi : Jf b. A { iN ie <- 
4 Mee 4 rc) } “4 ’ bere mt | 
2 ae og) PN. a 
. ~ ie : a ; | . * ? ie S ‘ 6 * re ¥ 
: 1 oe ) —— Ms). : , 
Z dee Fig fo — 4 . ‘ ’ 2 D> > es ~ b} ‘ g se = | 
| CC ce 3 oy @ tka AA Twa 0 Os ; 
oe eee oe. ~~, zn -, i 
ca 1 =e aie ee os deh a Tissue Crom Be SS 
mes, _ ; + ,«, ae ight 4 ' 
RR a cel ee 
a bh )\ ar ee ee a OY i \ | 
| Sd. ’ Va 4.’ € a ae — =a Z: te. % 
| — , a ew N im ey Are 
gh Aaa Eee 
! * ¢s ' i, | { ap hee — es ie ant tam | 
fy OS)? Awe 
‘F ” © y : . | 
e 5 ee yy y 
ae 0 LA GBR} pe. ¥ 
——— i _—: Ae F D spiig - ay | 
Sar ce £) -—— 7 
“o* ips JT Awe 
- Pe ge Ms —-. 
Te United Feature Syndicate 
re a 
es, a ; 
ae 
ae a 
™ a ae] 
| | Po CCisdzd 
ee a 
- ees 
4 ee 
Deitee: 
4 ee 
Ve , Re ’ ° F 2 eee 
Ve Fate: es i, Mae Sy Sipe S = STM Bees pk & iad Nae 2 We ee 2 ge ee a eRe ey ee Sa? & ae oe are So ree ge 4 js SI eee 
Wie age tae: Ge ae 4 ie clea. saa Sas a Pie ‘ie Se, ee ee ee es Bie gt ae Sy ae ae et ee See yi: 5 Re gee a inaiety tea. | 2 he 
€ Li te ees Yi : it é Shi 4 ee 7 ae pie, my Se ee ‘ ‘ aaah if _ mee 2 F ee ee By : ae ‘a ~*~ ee en Ae ‘t es s 4 Ce wy oe 2! os) Be eae * 
eS Bo ye ‘ Fn ate ia aes ai i po. "7 e = ae eames Sand ae Sees ee 2 Seat oa : eat sp iccoed. PY dato wee peeks Pal 
‘! ape He 7 pee 5 eae eS Me eee Sn) eet is ae ¥ ie Nas ae Pie = a se < ee, 3 a ag eee | ee : Spe he 
aT x, ee ; Te Ge ie 1) ot ° of . oe < aoe 5 lei = Oe eee ee ar a eee . i oe ee sil” Pe ec ee oe a a ee eS See eee a ee —. Sa ae _— La + aie ee aie Se. * 


February 3, 1941 


ADVERTISING AGE 


— 


ve 


egensy Gung eKebivan’ 


For eight years VARIETY (famed magazine of 
the entertainment world) has been conducting 
an annual survey of showmanship in radio. 
This year, for the first time, an advertising 
agency was awarded the VARIETY plaque,““For 
Leadership and Research in Radio Advertis- 


ing Copy.” The citation read as follows: 


“Citation is made of the advertising agency, 
Young & Rubicam, for applying showman- 
ship, taste and research to improve com- 
mercial copy standards in radio advertis- 
ing, a type of specialization in which Y & R 


has too few emulators. Joseph Moran is 


NEW YORK + CHICAGO - 


Se ie te 
13 
° 


head of the radio continuity department.” 


Referring to the award, Robert J. Landry, 
Radio Editor of VARIETY. sent Young & 


Rubicam the following telegram: 


*Today’s VARIETY speaks for itself. This is 
the first time VARIETY plaque has gone to an 
advertising agency. Believe your agency’s 
pioneering in this field fully deserves this 
public recognition. Not only does this help 
radio but, it seems to me, it contributes 
to the skill of business operation under 


modern conditions. Congratulations.” 


EF a 3 


ADVERTISING 


DETROIT - SAN FRANCISCO + HOLLYWOOD - MONTREAL 


TORONTO 
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participation shows, with “quizzes whole editorial frame. Filling this 


Commercials Seen 
as Chief Radio 


Improvement Need 


McClinton Takes Look 
at Radio as It May Be 
in 1945 


New York, Jan. 29.— Improved 
commercials and programs de- 
signed to reflect more accurately 
the character of the advertiser’s 
business were singled out this 
week as the chief points of bet- 
terment radio can anticipate dur- 
ing the next five years by Hay 
McClinton, vice-president in charge 
of radio of N. W. Ayer & Son. 

Donning the robe of the prophet 
in The Annals of the American 
Academy of Political and Social 
Science, Mr. McClinton painted his 
picture of the future against the 
background of radio’s growth dur- 
ing the past five years. He pointed 
out that variety shows, in third 
place in 1936, have gone to the 
head of the class; drama has moved 
up to third position; amateur shows 
have been replaced by audience 


and gambling touches substituted 
for bucolic exhibitionism”’; classical 
music has progressed to second 
place; and simulated news excite- 
ment in dramatized form has given 
way to the real thing. 

Better Commercials Coming 

‘Looking ahead to radio in 1945,” 
Mr. McClinton said, “we humbly 
submit the prediction that better 
commercial messages will win the 
buying interest of more listeners 
and will thereby sell more mer- 
chandise. That the improvements 
are practical and not a pipe dream 
can be illustrated, in a way, from 
comparison with printed advertis- 
ing. The double-truck that uses 
screaming headlines, boilerplate art 
and the most red ink is not neces- 
sarily the advertisement that wins 
most readers and stirs greatest buy- 
ing response. 

“In radio, even more than in 
printed advertising, commercial ex- 
pression has had to run a gauntlet 
of malpractice. But just as pages 
can be skipped, there is the little 
button on every radio set which 
brings soothing relief. 

“One can well imagine what 
would happen in the _ publishing 
field if advertisers and their agen- 
cies also wrote and illustrated the 
editorial content. Yet in radio the 
advert'ser and his agency buy the 


| 


|during the next 


time in an interesting, entertaining 
and profitable manner is no task 
for the dilettante. Providing the 
entertainment is the function of 
radio-trained technicians. That the 
level of performance can be raised 
considerably is seen in a compari- 
son of dull, mediocre and brilliant 
programs in the same categories. 
As radio-experienced technicians 
are given freer rein there is every 
reason to hope for vastly improved 
radio entertainment.” 


More “Humble Themes” 

Mr. McClinton paid tribute to the 
Jack Benny formula for handling 
commercials, and it was in this con- 
nection he voiced the belief that 
five years “com- 
mercial messages will be invested 
with greater entertainment quality 
by being more carefully integrated 


|into the program structure.” Other 


tone of voice”; 


predictions included: 

The humanized, personalized an- 
nouncement will be more evident, 
“delivered by men who really know 
what they are talking about and 
not just reading script in a radio 
entertainment will 
be more carefully planned by ex- 
perts; more “homely and humble 
themes and techniques, now slight- 
ed, will be elevated to a_ position 
of cultural importance’; and good 
music will be more important. 


Yes, but - - 


A 64% reader preference, established by an independent 


survey is swell — but do they read the ads, too? 


Four times as many do! This same survey showed that when 


it comes to advertising pages, four times as many jobbers 


seek Jobber Topics, compared to any trade paper. Four 


times as many! 


Concentrated circulation — reader interest — advertising 


preference — all in one magazine published for those persons 


in the automotive jobbing industry who dominate after- 


That's all we have to sell — yet, year after year, Jobber 


Topics carries more pages of advertising than any automo- 


tive trade paper printed. The importance of the jobber and 


his salesmen is again emphasized by that impressive record. 


THe Irnvinc-CLoup PuBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 


NEW YORK 


NO. 7 OF A SERIES 


° CHICAGO e 


CLEVELAND 


STANCO INTRODUCES NEW COLD REMEDY 


THE KEW 
MEDICATED 
POCKET ATO 


Ws 4 POCKET 
ATOMIZ 


ER 
—.! Pe lel 


BREV 


THE REW 
MEDICATED 
POCKET aT 


These two advertisements show the technique being used by Stanco, Inc., in a 
test newspaper campaign in three Eastern markets for Brev, new pocket atomizer. 


The copy at the left ran in Harrisburg, that at the right in Utica. 


Vick Chemica! 


Company apparently just beat Stanco to the gun in the inhaler field by securing 


national distribution for its product. 


McCann-Erickson is the Brev agency. 


Wilson to McGillvra 


Paul Wilson, formerly with Radio | 


De Kalb Wagon to Butler 


De Kalb Wagon Company, De 


| Sales, Chicago, has joined the New | Kalb, IIl., has appointed Kenneth 


| 
| 


| Johns-Manville 


HOWARD H. WILSON 


York sales staff of Joseph Hershey 


McGillvra. He was previously with 
the National Broadcasting Com- 
pany in Chicago. 


Appoints R. Benson 


Richard Benson, Jr., Boston, has | 


been 
sales 


appointed the 
department of 


Corporation, New 


manager of 
coordination 


York. 


B. Butler & Associates, Mendota, I1!., 
to direct a national campaign for its 
standard and custom-built delivery 
bodies. 


Bridges-Wilson Appoints 

Bridges-Wilson, Boston, air condi- 
tioning firm, and Wilson School, 
Boston, have appointed Advertising 
Bureau, Boston office, to direct their 
advertising. 


“CASE 
HISTORIES” 


WDZ pulled 5,062 
inquiries for Mon- 
arco Oil Company 
from three 100 
word announce- 
ments. 


of 


WDZ received 
1,360 $1 orders for 
Gardner Nurseries 
on one 5 min. pro- 
gram daily, 6 days 
a week for 13 
weeks. 


WDZ received 
1,518 Peruna box 
tops in 7 weeks. 


COMPANY 


Special 
Representatives 
NEW YORE 
CHICAGO 
KANSAS CITY 
SAN FRANCISCO 


Danville, 
Haute and the booming Southem 
Illinois oil fields. Hit all three with 
WDzZ! 


SPOT Om THE GA8, 


— but that’s only part of the 


WDZ TRIPLE MARKET 


WDZ blankets an area whose farm 
income alone totals well over $200,- 
000,000.00 a year. BUT that’s just 
ONE source of the WDZ area's total 
income. WDZ commands a TRIPLE 
market. 
ous agricultural market, there's the 
busy urban and industrial market 


In addition to the prosper- 


Champaign- Urbana, Decatur. 
Bloomington and_ Terre 


Write for new easy- 
to-read brochure 
compiling full in- 
formation on WD2Z. 


* WDZ BROADCASTING COMPANY *® 
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SOME IMPORTANT FACTS! 


The newspaper picture in Chicago has changed. 1939 advertising records are as dead as 


| 
' 


the Dodo. If you want to boost sales in the nation’s second largest market, plan 


your advertising program on up-to-the-minute facts. Media records for the year 1940 


shows that the Chicago Herald-American registered linage gains in every major 


classification. GAINS DAILY! GAINS SUNDAY! 


The total advertising increase was 1,429,654 lines. The total volume of advertising 


carried by the Herald-American last year exceeded 10,900,000 lines. 


This newspaper is making advertising progress because it is producing results for 
merchants and manufacturers. It is producing results because it has a growing 
readership ...a responsive readership. It is the newspaper that set the pace in 
Chicago in 1940 . . . and is setting the pace in ‘41. Ask any representative of the 
Rodney E. Boone Organization for additional facts.. 


a ee a | te (iat ie? Sona 
oan - pe 
EE a : “iy 
Le — _ a oe 
.. SS 
< a i a 
\ ee 
S¥ z [ Bee eal : 
"A hy fr FN & t- 
— “a ae 
~ \O 0 ee 
Fezey yy? it 
"00 - 
- Ps A 4 y)) : alt 
P ~- oe . i on 
- ~ 
o Y - : —/ 4 ye : 
a ae . 
i e be ee 
a 
a Da 
| — : 
tthe 
I 
a a * 
ie 
be tied 
oe ees 
sen j 
THINGS OT onGO Lt: . 
ee ae CH i lls 
Page pt. ; - » a = i ° 
ey es Re te a4 : ey, “Mee ad ya We I a ae Eg I ee PR a bet ae aT gj A. ey eee Se? Te ee ae 
a eae Oe aie Le ane ay oi Pe, ae Re RAC ES bag ee ee waste ge “gb re 
7 oY oa | ee? Ph ee ee oe fee Re a ele oe a a een as fy ; Ohi =. Ee Fe a ee ee as oe 4 et wn ee ‘/ . 


ADVERTISING AGE 


February 3, 194) 


Increased Employment 
Affects Fur Catch 

Because young men and older 
men in many country sections are 
now finding steady employment at 
good pay in nearby factory towns 
there is a definite shortage of 
American raw fur this season, Fur 
Trade Review for Jan. 9 reports. 
Most of the trapping has been left 
to the younger boys who naturally 
do not cover as long distances over 
traplines as the older men. 

It seems to be the irony of fate, 
the publication says, that the 
American catch should 
smaller than usual this year at a 
time when our 


loaded down with foreign furs. As 


PHOTOS 222 5c 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail Send photo or negative. We do the rest 
Quotations supplied for any size Same low prices 
Photo post cards t'2¢ im lots of 1000. 
Window Displays—Enlargements—Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


prove | 


American trade is | 


|27 issue of Steel. 


a genera! rule when fur prices 
advance, the catch increases be- 
cause prices stimulate the efforts 
of the trappers; but not so this year. 
Larger supplies than usual are 
being received from Canada, al- 
though certain areas there also 
have fewer trappers. operating. 
There are, however, ample supplies 
of ranch-bred animals. 

The volume business in the tur 
trade in 1941 will be transacted in 
mink, muskrat, silver fox, Persian 
lamb and skunk. 


Effect of Strikes on 
Production of Bombers 

A graphic illustration of the 
seriousness of labor trouble in air- 
craft plants working on the defense 
program was presented in the Jan. 
Showing a huge 
two-engine bomber, the 
alongside a_ strike picket parade 
and a drawing of a fleet of planes 
read: “This bomber requires 24,000 
man-hours to build. One strike 
like this, affecting 8,000 workers 
and lasting only 12 days, results in 


loss of 768,000 man-hours. This 
means 32 bombers, vital to our 


defense and that of England, won't 


be built.” 


The Telephone in 


Credit Analysis 

While it is not recommended that 
stringent credit policies be adopted 
which would exclude persons not | 
listed in local telephone directories, | 


|a survey recently made in Dallas | 


|appliances, 0.6; jewelry, 0.3; lumber 
captions | 


and Fort Worth, Texas, seems to) 
suggest that more thought be given 
to the correlation that appears to 
exist between credit risks and tele- | 
phone’ subscribers, according to | 
Alexander Warrington, Dallas busi- | 
ness analyst, writing in Telephony 
for Jan. 18. 

The percentages of total sales 
charged off as bad debts by retail 
groups in the two Texas cities were 


found to run as follows: automo- 
bile, 0.5; tires and accessories, 1; 
coal, fuel oil, and wood, 0.4; de- 


partment stores, 0.3; furniture, 0.4; 
groceries, 0.3; hardware, 0.8; heat- 
ing and plumbing, 0.4; household 


and building materials, 0.8; men’s 
clothing, 0.6; shoes, 0.4; and wo- 


JANUARY LINAGE FOR CANADIAN MAGAZINES 


— 


—1941———_, 


ceries, 40; hardware, 10; 
inces, 95; jewelry, 50; men’s cloth- 
ing, 65; shoes, 20; women’s 
cialty, 30. The classifications of 
coal, fuel oil, and wood, and lumber 
and building materials, were listed 


men’s specialty, 0.3. 
An examination of 
debts with the object of determin- | 
ing the percentages of the debtors 
among white families who were not | 


these bad | 


Sows Sex Life 


as zero inasmuch as 90 per cent of 


|orders received by such establish- 
|ments come via the telephone from 


telephone subscribers, according to 
another survey made by the Michi- 


gan Bell Telephone Company. 


Body Contouring Is 


Makes the Headlines 


O SUNDAY SUPPLEMENT 
JOURNALISTS covered this 
sex story. No wide-eyed 
shop girl read the details in her 
tabloid. No headlines screamed 
“Sensation!” ‘Love Nest!” ‘Trian- 


gle!” 


But more than a million farmers 


ate up every word. 


About ten years back, hogs were 
losing their reputation as ‘‘farm 


mortgage lifters:’ The 


tween production costs and selling 
price was narrowing. But worse 
than that, low prolificacy of breed- 
ing stock was cutting down the size 


of litters. 


Capper's Farmer, like any good 
reporting medium, got that story. 


And that’s where the similarity 
between ordinary journalism and 
Capper’s Farmers’ Objective Jour- 
nalism ends. For Capper’s Farmer 
set out to do something about it. 
Capper’s Farmer dug out new prac- 


such as 


tices and methods which were be- 
ing used to correct the situation— 


(1) The McLean County System of 
Swine Sanitation which con- 
trolled parasites and diseases 


and saved the baby pigs from 


death. 


(2) The E. T. Robbins method which 


margin be- 


prolific. 


combined sanitation with bal- 
anced rations. 


(3) The Minnesota Criss-Cross 
Breeding which made sows more 


(4) The Minnesota Sow-Testing Plan. 


And this little story on the love life 


of a sow is but one example of the 
Objective Journalism which has 
made Capper’s Farmer one of the 


most important farming tools on 
1,200,000 farms. 


And that is why it is the most po- 
tent advertising medium in the en- 
tire farm field today. 


CAPPER’S FARMER 


TOPEKA, KANSAS 


In these 13 states, the 
richest half of the Farm 
Dominated Mass-Market 
Capper’s Farmer is read 
in one out of every three 
homes 


Coming Business 

Beauty shop modernization 
doesn’t end with smart interiors, 
comfortable furnishings and effi- 
cient service equipment, says Mod- 
ern Beauty Shop for February. 
These things are only half the 
story, the publication asserts, the 
other half being the modernization 
of present service techniques and 
the addition of new services—body 
contouring, for example. Of course, 
the subject is not half as interesting 
without illustrations showing the 
techniques in use, but nevertheless, 
it is significant. 

Body contouring is steadily as- 
suming an increasingly important 
role in beauty shop activities. One 


use in numerous shops is the body 
treatment cabinet. This operates 
on the principle of inducing per- 
spiration by steam or vapor, by 
‘light, or by a combination of the 
two, with the patron’s head, of 
course, exposed. Following 15 to 


30 minutes in the cabinet, the 
patron is given a body massage, 
manipulations being concentrated 


where reduction is 


needed. 


weight most 


heating | body 
and plumbing, 60; household appli-|In this system, the fatty pa 


spe- | 


Lines Lis 
Mayfair 28.8 19,372 24.3 ican 
Maclean's 22.5 15,723 26.1 Nyt. 
*tLiberty 19.7 8,445 22.0 "_ _ 
Canadian Home Journal - 10.7 7,469 13.1 43 
National Home Monthly 8.1 », 689 11.9 on 
Chatelaine ..... $0 7.5 5,259 11.0 
Des SE. icenueee nds cena ss carbadenes , 61,957 bet 69, 
Display, including poultry and livestock in Canadian Farm Papers i 
| [Free Press Prairie Farmer.. conecseosenes Gee 29,620 21.3 22 an- 
Family Herald oo88 
tEastern Edition 19.6 19,608 17.8 17. gn» 
tWestern Edition 17.1 17,111 14.0 is'aee 
tWestern Producer . 12.6 13,84 13.1 14 26 
Farmer's Magazine .. errr 13.9 9,760 17.8 ; re 
Country Guide & Nor’-West Farmer 12.4 8,935 13.6 wy 
**Farmer’s Advocate & Home Magazine 11.4 8,116 10.7 “ 
*Canadian Countryman oa pee 10.9 7,646 10.1 M ren 
*Farm & Ranch Review.. 8.¢ 6,174 6.3 4549 
Total Group 120,812 sone 
tSemi-monthly; both issues included 
tWeekly December linage 
*Figures supplied by Publishers’ Information Bureau. 
{4 issues 1940—5 issues 1939. 
ee 
listed in the telephone directories, A system of “spot reduc)» «’ 
|revealed the following: automobile, |becoming especially popula be. 
33; tires and accessories, 40; depart-| cause the “reducers” need | ap- 
ment stores, 40; furniture, 90; gro-| plied only to those areas the 


where siimming is desired 


“exercised” by means of rhyt 
electrical impulses which contrae: 


;and relax the muscles, thout 
effort or movement on the port of 
the patron. The period of a) »lica. 
tion varies according to the juip- 
ment used, usually ranging from 39 
to 40 minutes. 
Bell & Howell Ups 4 

Bell & Howell, Chicago, has made 
J. E. Huber, sales engineering diyj- 
sion, assistant sales manager: Rob- 
ert H. Unseld, assistant advertising 
manager, is now advertising 


ager; Lloyd M. Ryan, forme: 
sistant manager, is now man: 


ager of 
division. 


the personal 


Joseph Gavin Promoted 


Joseph G. Gavin, New Englan 
manager of Small, Brewer & Kent 
New York, has been appointed 
vice-president. 


nan- 


er of 
the sales engineering division, and 
Robert H. Moulton, formerly assist- 
ant manager, has been made man- 
equipment 


type of body service equipment in | 


NO WASTE CIRCULATION! 


Every mother reached by Cradle 
Car Service is a direct and imme- 
diate prospect for your 
Make no mistake ... she buys 
plenty .. . not just for the baby 
but likewise for herself and the 
household. She buys upon the rec 
ommendation of our Nurse. May 
we tell you more? 


: Ie Cradle Cn Seswiee, Sine. 


457 N. Kingshighway 


product! 


St. Louis, Mo. 


' 


112 Leading Radio Stations 
Rated For “Pulling Power’ 


| There is a wide variation in the ‘pulling 

power’ of radio stations. 
from the same programs may consistently 
cost 170 times as much from one station 
as from another. 


22,900,000 keved returns have 
analyzed to show the cost of each in- 


| quiry secured from radio listeners. 
These costs were based on broadcasting 
time only. The average cost per inquiry 


was 11.5 cents. 


A rating of 112 stations has been com- | 


piled. The best stations produced inquiries 
for |.6c each. The poorest station for 
$11.12 each. 


| Many stations on this list of 112 rated 
stations, produce inquiries at a very low 
cost. It pays to know which are the best. 


From a long experience in radio research, 
we can help you select the best stations 
and make your radio broadcasting more 
productive. 


Practical research on hundreds of contests, 
premium offers, free sample offers, and 


Keyed returns | 


been | 


other radio promotions has shown ¥" 
types are the most effective. 


Consultation on radio programs 
ing of radio commercials. Merc”# 
promotions. Radio listening su veys 


| May we show you a practice 
|make your radio more produ: ‘ivé 


C.C. CHAPELLE 


: Marketing Research and Merchandising 
540 North Michigan Ave., Chicago ¢ Whitehall 7710 
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Is your Advertising List 
a“1933 Model’? 


_ New living conditions for Americans Here are 10 good reasons why we believe 
demand New Advertising Methods and The American Home will sell more goods at 
Media... Shouldn’t your 1941 Magazine A CHALLENGE lower cost! The American Home has: 
Advertising List be reviewed right now? 1 “— —_ senilies with incomes ove 

«—-the highest percentage of families with incomes over 
TO AMERICAN ADVERTISERS $1,000 a year of any magazine with 2,000,000 circulation or 


more. 


Here are some of the new conditions that 
have changed your markets since 1933... E are so sure that more of your 


2.—the highest percentage of circulation in America’s fastest 

growing markets—the suburbs! 

HOMES... Nearly three million more people live in the best prospects are concentrated 3.—the kind of reader-families with children, who must use 
Suburbs than ten years ago, raising Suburban popu- among the over 2,000,000 families who quality merchandise. 


lation to 6% million families. Ten times as many . 4.—both men and women readers. This dual appeal is vital 
homes were built in 1940 as in 1933—mostly in now read The American Home that for selling all merchandise which is considered by husbands 


“suburban” neighborhoods. While total American we are willing to publish the following and wives together. 


population gained only 7%, there was a 16% increase roposition 5.— higher percentage of readership by the housewife in the 
| . h qe p p eee ° . ’ 98 ° 
in the number of families—almost 5,000,000 new family than any “‘home-service’’ or “women’s” magazine. 
homes to sell! , ; , . , 
You pick any typical urban market for 6.— more advertising of higher priced products for the home 
ie : es iets a than any major weekly or monthly magazine (home furnish- 
INCREASED FAMILY INCOMES ... Salaries and wages which you have a list of buyers or “— rs ings, electrical equipment, building materials, etc.). 
increased over 50% between 1933 and 1940. America’s of your product, or buyers of allied on 
famil veteosl ‘li be at Il-ti high . ie 7.— longer reading life... The American Home is referred 
. ro chasing power will be at an al/-time fig products, or good prospective custom- to again and again for useful ideas during its full-month read- ind 
=n . ers. lo vou or any independent research ing life—and then some! Its new straight-line, continuous 
ae’ oat ° ° ‘ , make-up gives both increased exposure and longer reading 
BETTER TASTE— BETTER LIVING STANDARDS... Over organization with this list we will give life to all advertising. 
“49° —_ . - cc . eg “© . Ibo ; . e 
6 million more men and women acquired a high- our list of subscribers to be checked 5m Com 8.—next to the largest percentage of readers between 25 and 
school or college a between 1933 and 1939 parison with any other magazine or maga- 45 of all major magazines . . . the years that are richest in 
— of 50% sae they want the better things zines on your list. if the results do not inccmes and most active for buying. — 
Pen prove that The American Home reaches 9.70% of its circulation in the retail-shopping areas of cities ae | 
over 100,000, where 69% of all retail sales are made. 
ADVERTISING MEDIA . . . The American Home more buyers, users Or prospects per 10 
Magazine has been both a cause and an effect of dollar, WE WILL PAY THE ENTIRE sanaeens Who Hive ark S Rome neguberhouds—the 
- . . er stable kind of people you'll need as your customers in 1941. 
these trends . . . its circulation climbing from 300,000 COST! (If The American Home 


to over 2,000,000 since 1933. Its advertising revenue 
iMcreased ten times over, gained $1,000,000 in the 
Past year. 


does win, we'll probably be 
glad to pay the costs anyway!) 


OVER 2,000, 00 
“AT HOME ” 


0 FAMILiE 
S 
TO yoy 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Piper Boosts Advertising 
to Private Flyers 

To the Editor: There may be an 
interesting advertising story for 
your readers in the enclosed Piper 
Aircraft Corporation — Saturday 
Evening Post broadside — and in 


the contents of this letter. 
This broadside gives the Piper 
magazine advertising schedule for 


the first half of 1941, reproduces a 


full-page, two-color Piper adver- 
tisement to appear in the Post 
March 8, and outlines the Piper 


dealer advertising and promotion 
program. 

Piper produced, sold and de- 
livered more than three thousand 


airplanes (all non-military) in 


COMPETING WITH AUTO ADVERTISEMENTS? 


oe, 


We question why Perfect Circle’s 

name was omitted from this list. 
GEORGE W. STOUT, 

Advertising Manager, The Per- 

fect Circle Company, Hagers- 

town, Ind. 

{Editor’s Note: The expenditure 
'table referred to included only 
\those companies credited by Pub- 
‘lisher’s Information Bureau with 
|expenditures in “national maga- 
/zines,” during 1940. Since Country 
Gentleman and Successful Farming 
,are classified by PIB as farm 
|papers rather than general maga- 
zines, expenditures in these pub- 
|lications were not considered in 
| making up the general magazine 
| list. Perfect Circle expenditures in 
Collier’s and The Saturday Evening 
Post were slightly below the $100,- 
000 mark. | 


ee 
Premier as Copywriter 
To the Editor: On page 20 of 
your Jan. 6 issue, you published a 
selection of advertisements which 


The poor kid in this illustration 


ee, 


an 


BURNING UP 


“Horry Up Now! Pas Waitin 


GENERAL @@ ELECTRI 


Sa 
choice only between being scolde~ ang 
scalded, a reader fears. 


pte cog hed ee ee "in . , appeared in English newspapers sions with one big toe! No w: nde: 
Suction this y* _ Bee * . ” a spel er Pin, Fo te during November, pointing out the that kid’s squawkin’—you uld. 
advertising, Piper outsells all other a Sem TA MY FS extent to which British advertising | too! 


light planes combined. 

Piper Aircraft Corporation is the 
only manufacturer of private air- ah 
planes that is advertising in general 7% 
magazines to any extent. When 


copy generally is being affected by 


PIPER vowrs tHe way to the war. 


‘ From the proof which I enclose, 
ings fe > Clmertca FA , 


Harry CLATFELDE 
Advertising, Peoria, ||], 
- a a 


We Take a Bow 


; , oO itor: ope that this is 
our agency was appointed late in i ” Re as ee —a od seh is j 
a 1936 only aviation magazines were a g¢ [HAD st p Beth Bl j Prego ul _ 
a com ; ‘ SING ae at this 
/ used. In 1938 half-column adver- MY WAY :- 
, , Piper singles ) . \ > sho Oo congratulate 
DF tisements were used in such maga- seme @ jaloing | ‘ bs : = \ — Je pati y Bren : re 
al z7inec ac > > ; Pet ‘fp ” / ’ ! Cub t ' ' ' — | would write the word |) suc F: , -rful job 
eo rc - nsstag Comers, SAMs, ‘ ‘ ' rat it = r Ye < INSURANCE over the daor of during 1940 The AGE is a ver fine 
Time and Country Gentleman. In »» TOUS vow © a nines ripe “i sy calles ok tia te blicati ; Scum enaliin : 
1939 the space in the Post, Collier's Hy instr Hy tw visit the Piper Deal te rae ri eg eB pad “ oe - rp 
and Country Gentleman was _ in- ae ai ke le Rr ha 7 , her — a er a deal of 
creased to quarter pages and in 1elpful information in every Issue 


I should like to say that bu 


§ > space i se ‘ee maga- se nes 
rt goteg sandoscn "is iged tat f 63 ths ee looks very good, indeed. Practically 
pages in two colors. mts A vanes ; oe all of our clients have incr ised 

The ship in the illustration in | \ eae their advertising budgets for this 
The Saturday Evening Post full t 7 By ae : rai year, ranging from 5 to 15 per cent, 
page two-color advertisement re- l | } t it OUTSELES ALL OTHER LIGHT PLANES COMBINED and we are looking forward to a 


produced in the enclosed broadside very fine year. 


is the writer’s private plane. Note This full-page, two-color Saturday Evening Post advertisement exemplifies a new C. B. Houck, 

the “flying pencil.” high in promotion of planes for private citizens. The plane pictured happens to President, Houck & Co., Adver- 
Our agency now has three be the personal machine of the Piper agency head. Note the flying pencil in tising, Roanoke, Va. 

licensed pilots: M. S. Hutchins, the circle on the tail. 1 

president; G. J. Dunkleberg, ac- = 


ASSURES 


count executive; and W. F. Lacey, over the age of 15—the age the the trend towards  year-around | scermy SR TN F BRB 8} }4}0._—»§-«»MEP__ Err , 
copywriter. average adolescent starts to shave. purchases. Perhaps this informa- 
«ad Enclosed also are a big sheet Very simple arithmetic would indi- | tion will be of interest to you and j 
a showing Piper dealer newspaper cate that the average number of your editors. 
a 1 advertisements available in mat pirthdays per month exceeds the Roy W. JoHNson, \ 
ae. | form to be run on a 50-50 basis,/ 3,900,000 figure. As a matter of | Schick Dry Shaver, Inc., Stam- you will see that we in Canada are_ : 
and a copy of the current folder. fact, the smallest number of birth- ford, Conn. also turning out copy especially 
A 16-page, full-color catalog is|qays in any one month occurs in | Editor’s note: Copy Cub doesn’t designed to tie in with present-day 
now in production. November with 3.422.719. This fig- GU bble with your figures, Mr. events. I think you will agree that : 
i M. S. HUTCHINS, ure is ascertained by taking the ¥¢hnson. He was talking about the subject of the advertisement, 
President, Hutchins Advertis- average birth rate per month for a | the 3,000,000 men who have birth- the Rt. Hon. Winston Churchill, in PAG 
ing Company, Inc., Rochester, number of years and determining @#ys monthly,” and he still insists addition to his many other ac- RELIABILITY 
N. Y. the percentage of births in any that not one of these 3,000,000 has complishments would not find it ae 


a birthday more than once a year. | 


” Vv v 
Why Perfect Circle 
Did Not Appear in List 
To the Editor: In your Jan. 20 
issue vou list the leading magazine 
advertisers in 1940 who have spent 
over $100,000. Perfect Circle seems 


difficult to 
copywriter. 


given month. Some estimates indi- qualify as an 
cate that the total number of shav- 
ing males has now increased to 
more than 50,000,000, although we 
are using the 3,000,000 average as 


expert 


But, Mr. Johnson, 
You Got Us All Wrong 


To the Editor: 
your comment in “Rough Proofs’ |a conservative basis. 
27 which It is our belief that the poten- 


in your issue of Jan. 27 in 
you imply that there might not be |tialities of this gift market for elec- 


J. E. CHANDLER, 
Publicity Officer, Sun Life As- 
surance Company of Canada, 
Montreal. 


He Can't Blame the Lad 


We have noticed | 


JOHN BLAIR & COMPANY 


National Representatives 
of Radio Stations 


3,000,000 men of shaving age with | tric shavers as well as many other | very conspicuous by its absence in To the Editor: Just lookit! Old 

birthdays every month. /products have never been scratched. this list. shoes, old dress, old jewelry, Old) CHICAGO—520 N. Michigan Ave.—Superior 86% 
Unfortunately, we cannot arrive Since the trend of electric shaver Our records show that in 1940 tea kettle, lamp, stove and tub NEW YORK—341 Madison—Murray Hill 9-00 

at an exact figure based on the 1940 sales has been away from the we spent $125,977.50 for space in but sure azell that kid’s getting hot DETROIT—New Center Building—Madison ™ 

census because that breakdown has exaggerated Christmas gift peak, The Saturday Evening Post, Coun- water poured or splashed on him. np Lgntadaned oe ree Saas See — . _s- 

not been completed. However, the | we feel that our emphasis on this | try Gentleman, Collier’s and Suc- At that same age I tested the water er gente a a aes rs x 7 i 

1930 census shows 43,881,021 men | monthly gift market will accelerate cessful Farming. in a similar tub on similar ocea- |) 2 ; pence, Sanaacaeat 


© 50,000 Watts is now Pounding into America’s 3rd Market-from the NBC-RED Network Station in Philadelphia: KYW 


“A000 Watts 


REPRESENTED NATIONALLY BY- NBC SPOT SALES OFFICES 


RADIO STATIONS 
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HE is your volume market. Her sisters number in the millions. 
She represents your most responsive market yet magazine pub- 
lishers have neglected her and her buying wants. Advertisers 

have had no direct route to her pocketbook. 

“YOUR CHARM” will be tailor-made to her desires, dedicated to 
her problems. Designed, edited to serve her—and her budget. 
“YOUR CHARM?” will present fashions tuned to volume sales, beauty, 
pictures, articles, stories, features, columns, DEVOTED TO ONE 
IDEA: her charm of living—built around an authoritative background 
of Hollywood fashion and beauty inspiration. 

In “YOUR CHARM” you will have an ideal sales setting for 
your advertising, and an economical path to the very heart of this 
tremendous market. 

Through July 1941 the cost of a black and white page in “YOUR 
CHARM” will be $400, based on an ABC guarantee of 200,000. 

The March issue of “YOUR CHARM” will be on the newsstands 


February 15th. April “YOUR CHARM” closes February 10th. 


STREET& SMITH © 79 SEVENTH AVE., NEW YORK 


ASveaT iene OFFICES: NEW YORK: 79 or AVE.; CHICAGO: 230 NO. MICHIGAN 
VE.; LOS i ag 1709 W. 8TH ST.; SAN FRANCISCO: 68 POST ST.; ATLANTA: 
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Auto Shortage 
by Late Spring 


Retailer's Sales Job 


Taken Over by Ads, 
Says Dealer | 


Pittsburgh, Jan. 28.—An auto- 
mobile shortage in 1941 because of 
increased demand resulting from 
steady employment and _ higher 
wages, and curtailed production in | 
the industry by May or June were | 
held forth as strong possibilities at | 
the annual convention of the Na- 
tional Automobile Dealers Associa- 
tion here last week. The dealers 
also considered the effect the na- 
tional defense program would have 
on automobile retailing and dis- 
cussed various changes in merchan- 
dising to meet the situation. 

Meeting in conjunction with the 
association’s convention, many of 
the delegates of the Automotive 
Trade Managers Association indi- 
cated their approval of continuing 
local auto shows, despite the fact | 
that the national exhibit, usually 
held in New York, has been canceled 
for this year. No formal action was 
taken, however. Most of the deal- 
ers were of the opinion that there 
would be little, if any, changes be- 
tween 1941 models and those to ap- 
pear in 1942. 


Study Sales Problems 


Stanley H. Horner, Washington, 
D. C., retiring president of the 
NADA, declared that “the defense 
program is the biggest ‘if’ in the 
auto industry now. The dealer is 
afraid that priorities may curtail 
production. But with the increas- 
ing demand for cars, dealers will 
be in a position to make more 
money and halt this wild trading 
in used cars.” 

L. Clark Gargile, of Texarkana, 
Ark., newly elected president of 
NADA, told the meeting that “the 
trading ratio of used cars is con- 


stantly increasing. Machines in 
the past were good for only two 
or three years. Now they will last 
six or seven years. As a result, 
the dealer now handles a used car 
two or three times during its life- 
time.” 


Howard V. Clark, sales manager, 
sheet division, Carnegie - Illinois 
Steel Corporation, warned the con- 
vention that heavy private and 
domestic steel] orders might have to 
wait for national defense produc- 
tion needs. 

“Most automobile manufacturers 
have enough steel on hand to carry 
them through their May and June 
production, but filling of additional 
orders will depend entirely upon 
the decisions of government prior- 
ity boards,” he said. 


Discusses Advertising 


Discussing the trend toward vol- 
ume in merchandising, Charles 


CLEVELAND, OHIO 


REPRESENTATIVES—RADIO ADVERTIS 
ING CORP 


Kensinger, Memphis, Tenn., dealer, 
told the group that the basic job 
of the retailer was to “distribute” 
rather than to “sell.”” He contended 
that the national advertising cam- 
paigns of the manufacturers were 
“selling” prospects before cars could 
reach the show windows. 

Arthur O. Dietz, president of 
Commercial Investment Trust Cor- 
poration, told the dealers that “no 
down payment sales” and long pay- 
ment plans are not good business 
procedure and he cautioned them 
against sacrificing credit principles 


in order to secure volume. He 
added that sound business practices 
developed in the industry would 


prove dependable and constructive 
in the troubled times to come. 
Henry R. Luce, editor of Life, 
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February 3, 


'was the speaker at the annual ban- 
quet which climaxed the conven- 
tion. He declared, among other 
things, that the United States al- 
ready is a participant in the war 
and that this country, and only this 
'country, can and must state the war 
aims of the present conflict if even 
greater world-wide disaster is to be 
avoided. 


Chilton Names Garber 


| D. Allyn Garber, who has de- 
voted many years to the depart- 
ment store business in Pittsburgh, 
has been appointed editor of the 
Department Store Economist, a 
Chilton publication, succeeding 


Capt. Charles K. MacDermut, Jr., | 


who has been called into govern- 


|ment service. 


Camel Program in S. A. 


“Camel Cigarets Presents Xavier | 


Cugat and Yvette with Bert Parks,” 
sponsored by R. J. Reynolds To- 
bacco Company, is now being 
beamed to South America via the 
|two short wave stations of the Na- 
| tional Broadcasting Company. 
|Heard on the NBC Red network 
| Thursday from 7:30 to 8 p. m., the 
program is_ presented in South 
America the same night at 9:15. 
William Esty & Co. is the agency. 


‘Meinel Replaces Cantwe 
Harold Meinel, free lance artist 
|and designer, has been appointed 
art director of the Columbia Pacific 
Network, replacing James Cantwell, 
resigned. Mr. Meinel formerly was 
art director of I. Magnin & Co., Los 
Angeles. 


Court Bans “La Coq” 


Holding that Nicholas Christo- 
|pher, trading as La Coq Company, 
|in marketing a carbonated bevera 
called “‘La Coq,” was deceiving a: 
confusing the public, Judge Arthy, 
F. Lederle of the federal distr 
court for the Eastern district 
Michigan, Southern division, h 
prohibited use of that name in 
, action brought by the Coca-Co 
Company, Wilmington, Del. Tj 
\similarity of La Coq to Coca-Co 


was held to constitute unfair com- 
ll petition. 


‘Copeland to Ramsey 

Lea H. Copeland, for many yea 
with the Mitchell-Faust Adverti 
‘ing Company, has joined L. \V 
Ramsey Company, Chicago, as vic 
president. 
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Glass Company 
Turns a Phrase 


Into a Sales Plan 


ress 


the 
pr 


the 
to 


‘ew York, Jan. 28.—The prog- 


motion program which produces 


les was Outlined here today by 


lton K. Matson, director of 


iblic relations and advertising of 


bey-Owens-Ford Glass Com- 
y. 

Three years ago, Mr. Matson told 
Sales Executives Club here 
iy, some unidentified individual 
Libbey-Owens-Ford hit upon 
phrase “window conditioning” 

open up new sales opportunities 


of a merchandising idea from | 
discussion stage to a practical | 


for outmoded “storm windows.” 

This idea was adopted, widely 
advertised, and heavily merchan- 
dised to the trade. The Federal 
Housing Administration agreed to 
cooperate, and Libbey brought out 
a movie called “Design for Happi- 
ness.” From the picture, the idea 
was expanded. 

“Window conditioning” grew into 
a program for low-cost but well- 
designed and comfortable homes. 


jin houses of this price. Thus the 


company was able to blast the 
belief that low 
cannot afford plate glass mirrors. 


The whole idea of more windows 


j}and mirrors was aggressively mer- 


Ten of these were built in Toledo, | 
featuring 119 per cent more win- | 


All were 
and one 
The price 


dow area than usual. 
sold before completion, 
attracted 10,000 visitors. 
was $3,900. 

Libbey was able to equip these 
houses with adequate plate glass 
mirrors, an wndreamed of luxury 


chandised to the trade, with the 
help of FHA. Mr. Matson paid 
tribute to FHA for its constructive 
work, and for its help in putting 
across an idea. 
Dairy Account to Butler 
Associated Dairies, which has 
plants for the processing and dis- 
tribution of butter, cheeses, cheese 


spreads and other dairy products 
throughout the Middle West, has 
appointed Kenneth B. Butler & 


Associates, Mendota, IIl., to direct 
its advertising. 


income families | 


‘Stadler Products Expands | 


Stadler Products Company, 
Cleveland, gardening supplies, has 
taken over the insecticide line of 
the Bowker Chemical Company, its 
principal product being Pyrox, 
which will be pushed along with 
the Stadler products in a_ 1941 
advertising campaign using farm 
papers, newspapers, garden maga- 
zines, radio and street car cards. 
William Ganson Rose, Cleveland, is 
the agency. 


Sears Advances Surso 


Michael Surso, Jr., has been 
advanced from assistant to adver- 
tising manager of the Cleveland 


stores of Sears, Roebuck & Co., suc- 
ceeding D. C. Caulfield, who has 
been promoted to sales promotion 
manager. 


2 1 


American Magazine 


and shape 


MILLION 


issue of the American Magazine. 


and fiction, in the current issue! 


Significant, considering that there are 


Among magazines, the American Magazine is a particularly shining 
example of that discontent with status quo which has made this the most 
progressive nation on earth. Latest proof of this is a revolutionary con 


tribution to advertising—a series of new space units brand new in size 


their noting and reading potential. A development so important that 


and that they're 


SCOOP FOR ADVERTISERS! 


stimulating in their layout possibilities 


Mor: EXCITING than the sound of a band striking up!” 


That's what many of our advertising friends say about opening up a new 


No exaggeration! For the American Magazine provides the greatest variety 


of good reading to be found in any magazine—59 separate features, both fact 


... And all so absorbing that the average American Magazine reader 


(challenge this!) gives each copy 8 fall hours of his attention. 


21, million families reading the 


the sort who can plank down a 


quarter for a magazine without turning a hair. Moneyed, that’s what! 

In fact, advertising placed in the American Magazine consorts with 
America’s fattest pocketbook. Not just momentarily cither—that 8-hour read. 
ership of editorial and advertising is aeons, as the effective life of a magazine 
is figured. Yet all this costs no more than space in less intensively read publi 
cations reaching people with /ower incomes. 

But judge by reading. Then call for the whole revealing American Magazine 
advertising story. The Crowell-Collier Publishing Company, 250 Park Ave- 


nue, New York, N. Y. 


challenging in 


seven Big Names in 
advertising will use 
it in the March issue! 


Get a copy of this 


issue and see for 


yourself 


FAMILIES. 


IN ALL COPY 


The specially sculptured plaque which D. 

E. Ahrens, general sales manager, and 

Charles H. Betts, advertising manager, 

are examining here will dominate layouts 
in all Cadillac copy this spring. 


Cadillac Will 


Feature Crest 


in 1941 Copy 


Detroit, Jan. 29. The 
crest, especially sculptured and 
painted and reproduced in color 
photography, will play a prominent 
part in the company’s advertising 
copy this year as a symbol of the 
superior craftsmanship which goes 


Cadillac 


into the product. Newspaper in- 
sertions—the first in ten years 
started Jan. 26 in Florida, Cali- 


fornia and Arizona with similar re- 
leases set for Northern’ centers 
early in February. 

Color will be used almost ex- 
clusively in magazines for smash 
display of the new low base price 
for Cadillacs, according to Charles 
H. Betts, advertising manager. 
Fleetwood advertising in black and 
white will return to the popular- 
priced magazine field for the first 
time in years 

Retail sales are setting a record- 
breaking pace, according to Mr, 
Betts, and the promotion program 
has been geared to this pace with 


frequent insertions appearing in 
newspapers. 
MacManus, John & Adams, De- 


troit, is the agency. 


Hammond Plans Big Drive 


Hammond Instrument 
Chicago, will conduct the most 
extensive campaign in its history 
in 1941 for the Hammond organ, 
the Novachord and the Solovox. 
Copy will be built around the ease 
with which the layman can _ play 
the instruments. On the schedule, 
in addition to business papers, are 
Etude, House Beautiful, House & 
Garden, The New Yorker, The Sat- 
urday Evening Post and Town & 
Country. George H. Hartman Com- 
pany, Chicago, is the agency 


Company, 


Clapp Promotes Harman 


W. R. Harman, formerly assistant 
sales manager, has been appointed 
director of merchandising of Har- 
old H. Clapp, Inc., baby food manu- 
facturer, and will transfer his 
offices from the company’s head- 
quarters at Rochester, N. Y., to 
Jersey City. He will also act as 
assistant to the president. 


Popularity plus-- 


55,120 VISITORS to 
WFBR’s Radio Centre 
last year... proof of the 
pulling power of “local 
live talent’? shows. 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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Philadelphia Adwomen 


to Buy Two Ambulances 

The Philadelphia Club of Adver- 
tising. Women will publish a Sou- 
venir Book to celebrate its silver 
anniversary, the proceeds from 
which will be used to buy two 
ambulances. 

The ambulances will be pre- 
sented to the American Red Cross 
after the club’s annual dinner dance 
March 7. 


Margaret Stewart Moves 
Margaret Kay Stewart, secre- 
tary-manager of the Chamber of 
Commerce, Excelsior Springs, Mo., 
for the past three years, has been 


elected secretary of the Denver 
Real Estate Exchange, Denver, 
Colo., which opened new offices 


Feb. 1 in the Chamber of Commerce 
bldg. 


DeJernett Moves 
DeJernett Advertising Agency, 


Dallas, Texas, has moved to the Wil- 
son bldg. 


To reach the second largest Polish mar- 
ket in the United States—the Western 
New York area—consult 


POLISH BROADCASTING BUREAU 


754 Fillmore Ave., Buffalo, N. Y. 


Jos. F. Mikolajezak (Pronounce Mee-ko-why-chalk) | 


Director 
POLISH VARIETIES PROGRAMS—Station WHLD 


Wayne King Goes 
on Air with New 
Series for Luxor 


New York, Jan. 28.—Armour 
Soap Works will sponsor Wayne 
King and his orchestra in behalf of 
Luxor toiletries, beginning Feb. 22. 
The new series will be heard over 
35 stations of the Columbia Broad- 
casting System, Saturday from 7:30 
to 8 p. m. Wayne King was spon- 
sored until recently by Colgate- 
Palmolive-Peet Company. Lord & 
Thomas is the Armour agency. 


Swift at Breakfast 
Swift & Co. 


sustaining basis. J. Walter Thomp- 

son Company is the Swift agency. 
Gulf Oil Renews 

Gulf Oil Corporation has _ re- 

newed “Screen Guild Theatre.” 

The series is aired Sunday from 

7:30 to 8 p. m. over 79 CBS sta- 


tions. Young & Rubicam is the 
|agency. 
Stations Added 
Anacin Company and_ Bisodol 


| Lost Persons,” 


will take over a/| 


/quarter-hour segment of the NBC. 
Breakfast Club, a program which | 


is presented six days a week from 
9 to 10 a. m. by the National Broad- 
|casting Company, beginning Feb. 8. 
|Swift will sponsor the third quarter 
hour, from 9:30 to 9:45, Thursday, 
Friday and Saturday, over 67 sta- 
itions of the 
Up to the end of December, the 
|/program was regionally sponsored 
and since that time has been on a 


NBC Blue network. | 


Company have added three stations 
each to the networks for “Easy 
Aces” and “Mr. Keen, Tracer of 
respectively. “Easy 
Aces,” heard Tuesday, Wednesday 
and Thursday from 7 to 7:15 p. m., 
now has a total of 57 stations, and 
“Mr. Keen,” heard in the following 
quarter hour, now has a total of 58. 
Blackett-Sample-Hummert is the 
agency. 


The National Retailer-Owned 
Grocers, with headquarters in Chi- 


cago, will shortly open an office in | 


New York to better serve its East- 
ern members. 


Brown to Parade Studios 
Robert L. Brown, formerly with 
the Reserve Lithograph Company, 


|has been named sales director of 
‘the Parade Studios, Cleveland. 


VERY public speaker knows the differ- 


between 


ence 


. 
renees, 


attentive, receptive, responsive audience 


cold and warm 
What a thrill it is to address an 


aud- Collectively 


when the speaker's message “takes hold.” 


arouses interest and inspire 


‘s action, 


furnishing of materials and equipment. 
they are responsible for a 
huge share of the nation’s residential and 


light-load-bearing construction. 


AmerIcAN Buttper holds sustained inter- 


est of this vast audience year after year 


CUTIES DO A REAL JOB ON MENNEN CALENDAR 


a 


Four of the remarkable baby shots that dominate this year's professional calendar 


of the Mennen Company. 


The two at the left are the work of Ruth Nichols 


while those at the right were turned out by H. Armstrong Roberts. 


One Dozen Babes 
Do Their Stuff on 


Mennen Calendar 

New York, Jan. 29.—For the 
fourth successive year Mennen 
Company has distributed to the pro- 
fessional field about 35,000 of its 


baby calendars, which are rapidly ome VE. W LOCATION! «a= 


becoming an annual event of im- 
portance to physicians, hospitals 
and nurses. 

The 1941 Mennen calendar fea- 
tures a series of 12 unusual baby 
studies by Ruth Nichols and Arm- 
strong Roberts. H. M. Kiesewetter, 
the Mennen agency, participated in 
the production of the calendar, 
which was printed by Davis, De- 
laney & Harrs, New York. 

Distinguishing characteristic of the 
latest calendar is the large amount 
of space devoted to each photo- 
graphic study. For the first time 
the plates bleed on three sides. 

The Mennen calendar idea had 
its inception when one of the com- 
pany’s salesmen visited a physician 
in Paterson, N. J., and observed 


James Heads Publishers 


Henry M. James, publisher, Hud- 
son Star, has been elected president 
of the New York State Publisher 
Association. Other officers are 
vice-president, James Stiles, Nassau 
Daily Star-Review; secretary-treas- 
urer, Arthur J. Gordon, business 
manager, Syracuse Post-Standard 


Seen-in-Action 
Display Co., Inc. 


now located at 


261 FIFTH AVENUE 
NEW YORK 
Murray Hiil 5-3586 


Specialists in depicting wate: 
falls, fire, steam, pouring a 
tions, traveling letters, etc 

illuminated motorless motior 
by means of heat-driven revolv 
ing cylinders We CREATE, 
DESIGN, and MANUFACTURE 


ANIMATED 


; 
[ 
| 


= Wnt >) 


AMERICAN Buitoer, by holding the inter- 
est and attention of a vast audience of 
active building men, offers a nation-wide 
building exposition every month — and 


what an audience! —attentive, receptive. 
responsive, with an attendance of more 
TO.000 


builders, contractors, finance, realty and 


than which includes architects, 
maintenance organizations, and more than 
10,000 progressive, well-rated retail lum- 
These 


men are located in every state, in cities 


ber and building material dealers. 


and towns of all sizes. Their activities 


include planning. specifying. financing. 


construction. maintenance, buying. and 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


CHICAGO .. 


To Sell the Building Field— 
Sell AMERICAN BUILDER READERS FIRST 
EE EL 9 SA TE: SA A 


because its editors know what these men 
like. The 


Buitper editorial formula can be analyzed, 


need, want. and AMERICAN 
and deseribed, yet no one else has put 
these ingredients together in’ the same 
way. That is why thousands of active 
building men prefer AMERICAN BUILDER to 
any other publication: why they 


keep 


their copies and refer to them frequently: 


why they place copies in the hands of 


their clients and prospects. AMERICAN 
Buiper reader acceptance is backed by 
sixty years of continuous and successful 


service to the building industry. 


. NEW YORK 


AND BUILDING ACE 


AMERICAN BUILDER 


that his reception room was covered 
with baby pictures. The human in- 
terest aspect of the subject was im- 
mediately observed by the adver- 
tiser and the baby calendar was 
brought into being. 

Tying in with each photographic 
study of an infantile mood is a cap- ‘ ; } 
tion that conforms to the month TRICOLATOR 
which the picture adorns. et Re ea 


action SS pisptays 


C. Lloyd Cain Made A. M. 
of “Oil and Gas Journal” 
C. Lloyd Cain, for 17 years New 
York advertising representative of 
Oil and Gas Journal, has been 
appointed advertising manager with 
headquarters at Tulsa, Okla., the 
home office. He succeeds E. Klap- 
penbach, who continues as vice- 
president of Oil and Gas Journal 
and president of the Drilling and 
Producing Equipment Directories. 
Kenneth J. Langley, formerly in 
the Tulsa office, has succeeded Mr. 
Cain in charge of the New York 


advertising territory. 
Action depicts hot water pouring fr’ 


Goesle Joins Peck kettle, seeping thru coffee. drippine 
S. Garnett Goesle, formerly with — of, i cole comes OO 
M. H. Hackett, New York, has 
joined Peck Advertising Agency. 
New York. Mr. Goesle was pre- 
viously with Huxley House and 


commer"? TRICOLATOR Co.inc th TUE 


Consult us regarding your motion pre? 
lems. Sketches cheerfully submired 


Representation wanted in key cities 
opportunities tor experience 


Lord & Thomas, New York. He —— See eee 
succeeds Al Weisz, who resigned 

after 12 years’ association with the SEEN-IN-ACTION DISPLAY CO. Ine. 
agency to join Blaine-Thompson 261 Fifth Avenue NEW YORK 
Company, New York — 
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THIRTY 
YEARS 
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|* FEBRUARY 1911, the Campbell-Ewald Company was incor- 


porated at Lansing, Michigan. This. we believe. makes Campbell- 


: & - 
aid at al aT 
ee ee ee 


Ewald not only the oldest advertising agency in Detroit—but also one 


of the few advertising agencies in the United States which have retained 


both their corporate identity and their directing head for so long a time. 


The credit for whatever success we have achieved belongs to many 


people—to the men and women, past and present, whose loyalty, in- 


Se wend a 


a dustry and abilities have served Campbell-Ewald so well... to our 

clients and our clients’ executives with whom we have worked in 
F harmony for so many years .. . to our friends among the publishers, 
the outdoor advertising companies, the broadcasting companies and 
the suppliers with whom we have maintained pleasant contacts for 
many years... and, not least of all, to our many friends among the 
other advertising agencies. 


Naturally there have been changes in our organization during these 
three decades. Advertising is a business in which change is inevitable. 
We have not, however, changed in the fundamentals which give con- 
sistency of policy and purpose to our business. 

We believe today, as thirty years ago—that an advertising agency is a 
business to be operated on sound business principles; that each of 
) our clients should be served to the utmost with all we have to offer 
in every department of our business; that advertising should be de- 


signed first, last and all the time to do an honest “selling job” with 


earnestness and sincerity. 


It is on such a past that we base our confidence in the future. 


in 


’resident 


CAMPBELL-EWALD CO. 


DETROIT 


NEW YORK + CHICAGO + WASHINGTON - LOS ANGELES + SAN FRANCISCO 
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‘Picture Play’ 
Changes Name to 
“Your Charm’ 


New York, Jan. 28.—In changing 
the name of Picture Play to Your 
Charm, Street & Smith Publications 
will inaugurate a new editorial 
formula designed to. serve the 
fashion and beauty requisites of 
the “millions of young American 
business girls who manage to live 
nicely on $25 or less a week,” it 
was announced here today. 

The new publication will 
its appearance on the newsstands 
Feb. 15, dated March, 1941. Initial 
circulation guarantee will be 200,- 


make 


000 copies. In taking cognizance 
of the working girl’s buying wants, 
Your Charm will present pictures, 
articles, stories and features cover- 
ing living, dressing, personality and 
home decorations, the publisher 
said. Hollywood will serve as the 
magazine’s inspirational back- 
ground. The publication will sell 
for 15 cents. 


Mace Adds Three 


Mace Advertising Agency, Peoria, 
Ill., has been appointed to handle 
the advertising of Kramer Machin- 
ery Corporation, Peoria, maker of 
concrete block machinery; Thomas 
Truck & Caster Company, Keokuk, 
Ia., industrial trucks, and Peoria 
Steel & Wire Company, Peoria, lime 
spreaders. 


Promotes New Undies 
Luxuray, Inc., Fort Plain, N. Y 
will promote Super Dove Skin, a 
new line of rayon knit underwear, 
in 11 national magazines and also 
business papers. Norman D. Waters 
& Associates, New York, is the 

agency. 


NBC, Chicago, Expands 


Three new studios and eight new 
offices are planned for the National 
Broadcasting Company’s headquar- 
ters in the Merchandise Mart, Chi- 
cago. 


A. H. Robb Promoted 

Arch H. Robb, who has been pro- 
gram director at WIOD, Miami, has 
been promoted to station manager. 


Re 


OF ESET 


15 
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NE single process of reproduction fulfills every 

F need of every business in the creation of graphic 
arts products, ranging from a tiny cigarette stamp to an 
impressive 24-sheet billboard poster. That process is 


Lithography. 


Perhaps you do not realize that the terms Offset 
Printing, Photo-Offset, and 
simply other designations for the one basic process, 


Lithography. 


“Photo” implies the use of a camera in’ preparing 
original copy. “Offset” simply indicates the use of a 
modern, high speed, precision lithographic press. on 
which reproduction is obtained by first: passing the 
impression from a metal plate to a rubber blanket, then 
“kissing” the impression from the rubber blanket to 
the paper. 

Lithography is the only available process for many 
> types of work. It offers you economy, speed. and fidelity 
in reproduction for displays, labels, direct mail, folders, 


letterheads, books, beer cans. and other media. 


Quality lithography requires skilled lithographic 
craftsmen. Skilled lithographic craftsmen. from artist 
to pressman, belong to the Amalgamated Lithographers 


of America. 


Buy from a Union lithographer, and you are sure 
of a quality job. 


This is the first in a series devoted 
to an explanation of lithography and 


the place it holds in modern business. 


malgamated Lithographers 
of America pungent 


STreer 


Photo-Lithography. are 


| FM 


Defense Causes Delay in 


Development of FM Radio 


Volume Sales of Sets 
Await More Adequate 
Programming 


By A. P. MILLS 


New York, Jan. 30.—National de- 
fense and the progress of FM radio 
would appear to be totally unre- 
lated, but the ramifications of the 
country’s rearming effort are so 
wide that the development of the 
frequency modulation system of 
broadcasting is being impeded. 

FM radio can only assume its 
rightful place as a new advertis- 
ing medium by getting numerous 
stations on the air, and thus 
opening the way to heavy sales of 
receiving sets. But getting stations 
on the air is proving difficult be- 
cause manufacturers of large FM 
transmitters are swamped with de- 
fense orders for other equipment. 

The fact that fewer stations have 
been able to begin their FM broad- 
casting activities than expected has 
had its effect on the merchandising 
activities of set manufacturers. 
Only three companies are aggres- 
sively selling FM receivers today, 
although 13 others are also licensed 
to manufacture sets under the 
patents of Major Edwin H. Arm- 
strong, inventor of FM. 


Stromberg Most Active 


Stromberg - Carlson Telephone 
Mfg. Company, of Rochester, N. Y., 
was a pioneer in the field and is 
perhaps the most active advertiser 
of FM receivers. Its FM sets have 
been on the market for a year, and 
are being advertised in newspapers 
and magazines, through Stewart, 
Hanford and Casler agency. 

Stromberg-Carlson sets are on 
sale by more than 200 stores. These 
outlets, of course, are located 
largely in areas where regular FM 
service is now available. New 
York and New England are the 
centers of FM activity now. 

The Stromberg - Carlson 
nine models ranges from a small 
table set which can also be used 
an adapter to several deluxe, 
all-purpose receivers equipped to 
pick up short wave as well as FM 
and the regular amplitude modula- 
tion broadcasts. Prices run from 
$69.95 for the table set to $415 for 
a console model featuring remote 
tuning and a Chippendale cabinet. 

Stromberg-Carlson, like other FM 
pioneers, also owns its own FM sta- 
tion in Rochester. This is proving 
of valuable aid in selling receivers 
in that area, and is expected to be 
even more helpful in the future 
when full commercial service is 
undertaken. 


G-E Hard at Work 


yeneral Electric Company is en- 
gaged in every phase of FM. It 
has two FM stations, a backlog of 
unfilled orders for FM transmitters, 
and has marketed a complete line 
of FM receivers. Cooperative news- 
paper advertising is being used in 
areas where FM stations are in 
operation, and FM models are also 
being mentioned in G-E magazine 
advertising of regular radio sets. 

G-E recently introduced a “trans- 
lator” or adapter unit, which con- 
verts ordinary sets into FM receiv- 
The introductory price of the 
“translator” is $49.95. The console 
model which G-E is advertising is 
priced at $175, and combines short 
wave, AM and FM reception. 

Probably the most active 
chandiser of FM sets in the New 
York metropolitan area is Freed 
Radio Corporation, which has mar- 
keted a line of FM-AM models 
under the Freed-Eisemann name 
This company, which was active in 
the early days of AM broadcasting, 
has re-entered the field 


line of 


as 


ers. 


mer- 


Cheap Sets Poor Sellers 


Freed has 225 dealers in the New 
York metropolitan area alone and 
is expanding rapidly. Production 
has been stepped up to 500 sets a 
week. Strangely enough, its higher 


priced sets, ranging from $285 to 
$400, have outsold two to one the 
$75 model which has been featu seq 
in advertising. 

Within the next fortnight, F): eq 
plans to start localized campai ns 


in upper New York state, Noy 
Hampshire, Vermont and _ seve -a] 
counties in the southern part of 
Maine. These sections are in ‘he 


service area of the Yankee Netw: rk 
FM station located atop Mt. Wa »- 
ington, N. H. Small space inserti: ns 
in newspapers will be used, sup- 
ported in some cities by spot ra ‘io 
announcements. J. D. Tarcher & 
Co., New York, was recently : p- 
pointed agency for Freed. 

Freed is unique in the field in 
that it makes only FM sets, all of 
which are of course equipped to 
receive AM _ broadcasts as wi || 
Hence, Freed is not in competit on 
with itself in its efforts to sell }M 
receivers. 

A second group of manufactur: rs 
licensed to make FM receivers n- 
cludes companies which have mi: ie 
a limited number of FM sets bLut 
are awaiting increased consumer 
demand before going into full coim- 
mercial production. In some casis, 
these companies have done a lim- 
ited amount of merchandising on 
FM sets. 

Many Await Demand 


In this category are Ansley Radio 
Corporation, Emerson Radio & Tele- 


vision Corporation, Farnsworth 
Television & Radio Corporation, 
Espey Mfg. Company, Magnavox 


Company, Pilot Radio Corporation, 
Zenith Radio Corporation, Philhar- 
monic Radio Company, and Scott 
Radio Laboratories, Inc. Stewart- 
Warner Corporation is about to 
enter the field. Three other com- 
panies, Hammerlund Mfg. Com- 
pany, Hallicrafters, Inc., and Na- 
tional Company, all makers of com- 
munications-type receivers, have 
marketed FM sets specially de- 
signed for amateurs and experi- 
menters. 

Conspicuously missing from the 
market to date are RCA Mfg. Com- 
pany and Philco Radio & Television 
Corporation. Their absence is ex- 
plained by the fact that both com- 
panies are committed to television, 
and have made heavy investments 
in that field. Since the Federal 
Communications Commission gave 
FM the green light in preference to 
television, both RCA and _ Philco 
have continued their television ex- 
periments under difficulties. Un- 
doubtedly, both will start making 


IMPORTANT ADVERTISERS 
are 


FREQUENT ADVERTISERS 


...in the only women's 
weekly magazine .. . 
read by 1'2 million cus- 
tomer-housewives. 
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1940 Expenditures in 


Magetines % 410,000 _ 
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Average number of ins 
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THE FAMILY 


THE FAMILY CIRCLE 


The only women's weekly 
magazine 
New York * Chicago * San Francisco 
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FEATURES FM 


NOW! At 30 DAVEGA STORES 
THE LAST WORD! : Kadir 


f? 


XCHANGE YouR 
Pe CSENT RADIO FOR 
aw F. M RECEIVER 


DAVEGA | 


CITY RADIO 


This ad of Davega Stores, big Manhat- 

tan radio retailer, is typical of the sup- 

port being given FM sets in those areas 
where programs are available. 


an FM line as soon as a profitable 
market for FM receivers exists. 


Sales Await Programming 


FM Broadcasters, Inc., expects no 


sudden surge of promotional ac- 
tivity by FM manufacturers. Dick 
Dorrance, director of promotion, 
pointed out to ADVERTISING AGE 
this week that only about 
15,000 FM receivers have been sold, 
and that volume sales must await 
regular programming by FM sta- 
tions 

Estimates of 1941 sales of FM sets 
range all the way from a con- 
servative 50,000 to a highly opti- 
mistic 5,000,000. FM _ broadcasters 
has made no estimate, but expects 


here 


1941 volume to top the 100,000 
mark. 
Mr. Dorrance pointed out that 


the FCC is granting licenses for FM 
stations as fast as possible. Many 
stations which have received the 
FCC’s blessing have been forced to 
inauguration of regular 
broadeast service because of the 
difficulty in getting delivery on 
transmitter equipment. 

In view of the transmitter situa- 


delay 


tion, FM Broadcasters hopes that 
the FCC will relax its rule and 
grant commercial licenses to. sta- 
tions which are on the air on an 
experimental basis but which are 
unable to broadcast with the full 
power assigned by the FCC. Some 


stations seeking a license for a 20,- 


000 watt FM outlet, for example, 
are broadeasting experimentally 
with 3,000 watt power with im- 
provised transmitter equipment. 


Institute to Jones 


Alexander Hamilton Institute, 
Inc.. New York, has named Ralph 
H. Jones Company, New York, to 
handle its account. 


Mg nog from calendars to candle- 
‘ick this amazing new 912 page 
lercl\andiser is the complete answer 
yorr Good Will Gift considerations 
' il. Simply indicate 

ddressed to department AA on 
ir isiness letterhead 


your prob 


and this big 
* }ook will be on your desk within 
few days. 


ee 
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Bulletin on Use of Flag 


The National Better Business Bu- 
reau has published a research bulle- 
tin called, “Facts About the Use of 
the Flag in Advertising,” a study of 
the propriety of the use of the flag, 
for advertisers, agencies and media. 


'BBDO Promotes Three 


| George I. Bushfield and Henry 
| Bender of the New York office, and 
Henry H. Haupt of the Minneapolis 
office of Batten, Barton, Durstine & 
Osborn, have been elected vice-pres- 
idents of the agency. 


Bowen Adds Studio 


Bowen Studios, Detroit, commer- 
|cial photographer, has opened the 
|Ransier Studio, 457 W. Fort street, 
| Detroit, to specialize in advertising 
photography. 


1940 Output of 


Cigarets at 
Record Level 


Washington, Jan. 29.—December 
cigaret production totaled 13,814,- 
602,886 units compared with 12,- 
802,800,103 in December, 1939, 
while for 1940 the total production 
was 180,662,787,772 against 172,- 
466,537,347 in 1939, according to 
the Bureau of Internal Revenue. 

New monthly records for cigaret 
production were established in all 
months but March, August and 
November during 1940, the peak in 
those months having been reached 
in 1939. 

Cigar production in 1940 was the 


highest in 10 years with a total of 
5,355,408,619, a rise of 0.83 per cent 
over 1939. Production of snuff and 
manufactured tobacco rose in De- 
cember but the totals were slightly 
under the 1939 levels. 


Fox Promotes Ubet 


H. Fox Company, Brooklyn, has 
launched a campaign in newspapers 


and radio for Ubet chocolate fla- 
vored syrup. Arthur Rosenberg 
Company, New York, has the 
account. 


Bakery Sales to Jeffries 
Bakery Patent Sales Company, 
Los Angeles, maker of Ever Full 
doughnut kettles and  Pres-Toe 
baking equipment, has appointed 
W. C. Jeffries Company, Los An- 
geles, to direct its advertising. 


25 
G. N. Railway to West 
The advertising account of the 


Northwest division and agricultural 
department of the Great Northern 
Railway Company, St. Paul, has 
been transferred from David, Inc., 
St. Paul, to Bronson West, Adver- 
tising, St. Paul. Reincke-Ellis- 
Younggreen & Finn, Chicago, 
handles Great Northern's general 
advertising. Newspapers and maga- 
zines will be used with a _ radio 
schedule likely to precede the sea- 
son’s opening of Glacier National 
Park. 


Printed String to Browne 

Chicago Printed String Company 
has appointed Burton’ Browne, 
Inc., Chicago, to direct its adver- 
tising. Class magazines, business 
publications, direct mail and radio 
will be used. 


How can Hartford sales 


be stepped up? 


HE answer to these . . . and to many 
other New England questions assailing 
sales managers is .. . The Yankee Network. 
Consider .. . that The Yankee Network 
covers not one or a half dozen buying cen- 
ters but ALL key areas... that The Yankee 
Network is the ONLY combination giving 
this COMPLETE coverage . . . that The 


THE YANKEE NETWORK | .: 


21 BROOKLINE AVENUE 
EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


WNAC 


Boston 
* 


WTIC 
Hartford 


* 
WEAN 


Providence 


Doesn't Providence * 


offer good sales 


potentials? 


WTAG 


Worcester 
* 


Yankee Network's 19 local stations have 
long-established, community acceptance 
and consistent listenership that distant sta- 
tions cannot achieve. 

New England is an "A" market that 
merits a radio sales campaign in keeping * 
with its size and buying power .. . on 


the ONE network that IS New England. 


BOSTON, MASS. 


WICcCc 
Bridgeport 
ew Haven 
* 
WCSH 
Portland 
* 
WLLH 


Lowell 
Lawrence 


* 
WSAR 
Fall River 
* 
WLBZ 
Bangor 
4 
WFEA 
Manchester 
* 
WNBH 
New Bedford 
* 
WBRK 
Pittsfield 
* 
WNLC 
New London 
* 
WLNH 
Laconia 
* 
WRDO 
Augusta 
* 
WCOU 


Lewiston 
Auburn 


WHAI 
Greenfield 


* 


WSYB 
Rutland 


New Haven 
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Code Helps 


Increase | 


Copy Ills of Hatcheries 


tensive, from an advertising stand- 
point, that they have ever placed 


Value of $1,500,000 Ad behind their marketing of baby 


Expenditures 


By B. K. ANDERSON 


chicks.” 

| This information on the advertis- 
ing importance of the hatchery in- 
dustry is vouched for by Reese V. 


Kansas City, Mo., Jan. 30.—“Be- | Hicks, executive secretary of the 
tween the middle of January and | International Baby Chick Associa- 
the middle of March this country’s | tion, who explained that “through 


. | etras : > 
hatcherymen are going to spend |Streamlined 


advertising and_ the 


over $1,500,000 for advertising. This | rapid growth of fair trade prac- 
period represents their one biggest | tices within the industry, hatchery- 
splurge of the year—and the 1941|™men have been able to capture 50 
power-thrust is to be the most ex- | te 60 per cent of the farmer's chick 


BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.63 
additional 100’s 22c—All sizes 


480 Canal Street, N.Y.C. 


ECONOMICAL REPRODUCTIONS 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them. 


LAUREL PROCESS CO. 


WAlker 5-0526 


| business where two decades ago he 
|hatched out all but 20 per cent of 
his needs on the farm.” 
Advertising gets the credit for 
|selling the farmers, Mr. Hicks told 
ADVERTISING AGE, and the enlight- 
ened attitude of the industry in the 
| self-regulation of advertising and 
| trade practices keeps them sold. 
| 
| Self-Regulation Does It 
“In fact so strong has been this 
selling job and so completely co- 
| operative the fair trade efforts that 


today few manufacturers of small 
incubators have remained in busi- 
ness,’ Mr. Hicks said. “It’s a big 
job now handled by specialists. 
Although 1940 figures are not yet 
available, last year 750 million 
baby chicks were sold to farmers 
by the nation’s 10,000 hatcheries. 
“A few years back there were 


14,000 hatcheries, but the tendency | 
|is to decrease this number; to have | 
fewer but larger plants, which also | 


is an important reason for the rapid 
increase recently in the industry’s 
total advertising expenditures. 
Where formerly there was a hatch- 
ery in most neighborhoods, good 
selling advertising has gone out 
and convinced the farmers that they 
can buy via mail order to an ad- 
vantage from larger hatcheries that 
have more in the way of laboratory 
and research equipment for de- 
velopment of proved blood lines and 
protection from maladies. 

“Six million farmers are the 
active consumers of this industry; 
3,000 hatcheries are engaged in the 
activities of the International Baby 
Chick Association and their volume 
represents 60 per cent of the na- 
tion’s annual turnover. A _ large 
number of hatcheries outside of the 
Association have, during the past 
15 years, actively cooperated with 
the group to help in the establish- 
ment of industry controlled fair 


thusiasts. 


@ One advertiser offered a course in indus- 
trial plastic working and another advertised 
sheets of plastics to home workshop en- 


@ Two advertised automotive products—a 
piston ring and a fender guard. 


@ Three featured home products—seeds, 
lawn ornaments and poultry. 
@ Two offered business opportunities. 


@ The tenth announced awards to be given 
foremen and workmen for new ideas and 
devices that will contribute most to speed- 


ing up America’s Defense Program. 


what 10 New 
Display Advertisers Indicate 


Ten new display advertisers for the February issue of Popular 
Mechanics was not an unusual occurrence. But two facts did stand 
out. The advertisements averaged larger than ‘‘first’’ advertise- 
ments of the past year. And the varied appeals were aimed at men’s 


interests in their work, their homes and their hobbies. 


Mechanics before February—sense the ris- 


POPULAR/ jifecmaNtcs 


200 East Ontario St., Chicago « New York « Detroit « Columbus 


@ These new advertisers—along with two 
hundred seventy-three other display adver- 


tisers in the issue, who had used Popular 


ing importance of the mechanically-minded 
and mechanically-skilled man market. They 
know, too, that it’s a good advertising buy 
when they can reach six hundred thousand 
of these men who pay full subscription and 
newsstand prices for a 25-cent magazine 
and can reach them for less than $1.50 
per page per thousand whether they use 


one page or twelve 


FASHION'S THE THING FOR PARENTS 


eee 


ee, 


In active discussion at the Parents’ Magazine fashion show are Jay V. Zimmerma: 

advertising manager of Gimbel Bros., Milwaukee; A. R. Leininger, vice-presiden! 

Parents’; Saul M. Broun, president, Sterling Advertising Agency: and Georg 
Hecht, Parents’ publisher. 


trade practices, largely concerned 
with advertising.” 
1,500 “Serious Advertisers” 


Mr. Hicks estimates that 1,500 
hatcheries are what he calls “seri- 
|ous advertisers.” These firms de- 
|pend almost entirely on advertising 
|for sales, and usually sell in ex- 
icess of 200 million chicks annually 
which are shipped by mail. It is 
not unusual for one of these firms’ 
advertising budgets to total $75,000 
to $100,000 annually, he said. 
| “These companies average ten 
cents gross per chick at destination. 
Of this gross, one cent per chick is 
set aside for advertising and sales 
promotion. Advertising budgets are 
usually allotted 10 to 15 per cent for 
unproved media, 30 per cent for 
direct mail, and the remainder to 
national and sectional farm papers, 
weeklies and daily newspapers, 
which have proved in the past to 
be the lowest cost sources of in- 
quiries for this merchandise. 

“Radio, dailies, and classified are 
ithe brackets now receiving the 
| Strongest allotments of increase for 
the 1941 season. Copy this year is 
pointed to defense and the new food 
|problem. Advertisers are pointing 
jout that during World War I and 


|other pressure times when there 
was a food problem, poultry de- 
mand has been greatly increased, 


and that poultry is the most eco- 
nomical meat food from a produc- 
tion standpoint.” (A _ baby chick 
|grows 108 times its own weight in 
10 weeks.) 

But, in Mr. Hicks’ opinion, large 
scale advertising and marketing 
would not have been possible in 
its present proportions had not the 
jindustry long ago realized the 
necessity of protection against sell- 
ing practices detrimental to the 
entire business. In 1925, work in 
this connection was begun. Subse- 
/quent national and state legislation 
|has partially followed the fair trade 
practices developed and enforced 
by hatchery organizations since 
that time, he said, but added: 


Legal Redress Too Slow 


“The Wagner Act and 
legislation we have not found 
advantageous to our business be- 
cause they deal too much in gener- 
alities. Ninety per cent of the 
complaints made by hatcheries 
against unfair sales and advertising 
practices of their competitors are 
borderline cases upon which no 
immediate action may be taken 
They conform to the letter of the 
law but are misleading to the con- 
sumer. The other ten per cent of 
out-and-out violations are easily 
and quickly curbed. 

“In December, 1938, the Federal 
Trade Commission, meeting with 
industry members, drew up trade 
practice rules which are complete 
and substantially those which the 
associations had put in practice 
during the preceding 14 years. But 
the time factor here again destroys 
most of the usefulness of the Com- 
mission’s action. 

“Eighty per cent of the industry's 
total sales are delivered in the 
February, March, April, and May 
period. Usually it requires three 
to six months to get a cease and 
desist order from the FTC, and 


similar 


thus its usefulness is oOut-dated 
Rather the industry depends on its 
own fair trad2 practice commi‘tee 
to take quicker action. 

“This committee was originally 
established to meet this end, and 
has since been authorized by the 
FTC to ‘cooperate with the FTC. 
and to perform such acts as may be 
legal and proper to put the trad 
practice rules of the baby chick 
industry into effect.’” 

Dr. J. E. Rice, formerly head of 
the poultry department at Cornel] 
University, is now head of. this 
eight man inner-industry commit- 
tee, and all the other members are 
chosen from outstanding members 
of the profession, 


Must Cooperate 


According to Mr. Hicks, the work 
is largely one of education. If a 
hatcheryman finds that his adver- 
tising did not pull the expected 
number of inquiries due to other 
misleading and competitive adver- 
tising in the same medium, it is 
suggested that he complain directly 
to that publication or source. Copies 
of his letter are also mailed to the 
medium by the committee and _ the 
International Association, accom- 
panied by their own letterhead 
explaining how the letter came int 
their hands. 

The source of the allegedly unfai: 
advertising is also contacted by the 
committee. It is explained why the 
copy is found objectionable and 
how it may be corrected. In the 
vast majority of cases the commit- 
tee has found that when advertis- 
ing agencies are in charge of thes¢ 
campaigns they will make immedi- 
ate efforts to correct the copy, M! 
Hicks said. 

Usually the 


medium involved 


mu 


: 


STOCK 
PHOTOS 


Write for Photo Library — 
of 2000 Subjects 


425 8S. WABASH AVE. cm 
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will also demand that the advertis- 


ng | changed to conform. “In 
his way,” Mr. Hicks said, “much 
uicker action is obtained than 
gue 


vould be possible by going to the 
FTC Old offenders who use un- 
‘gir acvertising and trade practices 
“re well known, and we act on 
‘hem nmediately. New offenders, 
we work With and educate to estab- 
ished trade rules. 

“Our field has become one largely 
employing selective selling. We 
ave to make the most out of our 
seak season, although the present 
abjecti e of much of our advertis- 
ng is to develop more sales at 
ther times. At present, 80 per cent 
f our volume comes during the 
srst four months of the year. We 


can spread this out.” 
Has Stringent Rules 


The committee on trade practices 
for the baby chick industry places 


the “verboten” sign on the follow- 


of misrepresenting chicks as from 
stock entered in egg-laying con- 
tests or poultry shows; depicting in 
photographs, cuts, engravings, etc., 
such illustrations as lead the cus- 
tomer to false conclusions. 

It is also forbidden to make 
deceptive representations as_ to 
probable earnings or money-mak- 
ng opportunities in handling baby 
chicks as an agent or producer. 

Among other facts which the 
advertising must clearly explain 
are transportation charges, price 
quotations, and lists, and the firm’s 
guarantee and warranty. 

Unless it is absolute fact, chicks 
must not be advertised at “reduced 
prices’ nor the offer limited as to 


time. Bogus “independent” claims 
now through educational copy we | 


are not allowed or are schemes 


involving lottery. Defamation of 
competitors or disparagement of 
their product as well as loss leaders 
are on the “No” list. 


Crane Appointed 
Western Manager 

Rolly Crane has been appointed 
Western advertising manager of 
Popular Publications. He will make 
his headquarters in Chicago. 

Mr. Crane was until recently 
with Macfadden Magazines and 
was formerly a publisher’s repre- 
sentative. 


Extract to Humphrey 


Joseph Burnett Company, Boston, 
maker of vanilla extract, has ap- 
pointed H. B. Humphrey Company, 
Boston, to handle its advertising. 


FTC Releases 
Reports on Four 
More Industries 


Washington, Jan. 29.—In_ the 
latest series of industrial corpora- 
tion reports released by the Federal 
Trade Commission six copper pro- 
ducing and manufacturing corpora- 
tions which had total sales of $409,- 
247,345 in 1939 are shown to have 
had total selling expense of $5,659,- 
704 or 1.38 per cent of total sales. 
Advertising represented an_ ex- 
pense of $787,181 or 0.19 per cent 
of total sales. 

Eight milk and milk products 
corporations had total sales in 1939 
of $183,094,073, with selling ex- 


pense, including deliveries, of $17,- 
937,638 or 9.8 per cent, and adver- 
tising expense of $1,371,708 or 
0.75 per cent of total sales. Total 
sales of 10 men’s, youths’ and boys’ 
clothing manufacturing corpora- 
tions in 1939 were $85,807,045, of 
which selling expenses represented 
$11,537,719 or 13.45 per cent, while 
advertising expense represented $4,- 
238,858 or 4.94 per cent. 


Report on Tin Can Industry 


Four tin can and tinware manu- 
facturing corporations had total 
sales of $302,657,213 in 1939 with 
selling expenses of $8,658,313 rep- 
resenting 2.86 per cent of sales and 
advertising expense of $1,692,846 
representing 0.56 per cent of sales. 


ing: | 
Concealing or misrepresenting | 
any material fact concerning grade, | 


quality, quantity, breed, pedigree, 
type, SeX, sexing, quick maturity, 
uniform development, character, 
nature, origin, weight, color or 
size. 
Use of deceptive guarantees as 
tc livability of baby chicks, such 
“Guaranteed to Live,” or any 
ether representations concerning 
the livability, health, or stamina is 
forbidden, as is also representation 


as to high yield of eggs, unless the | 


majority of the producer’s flocks 
possess this attribute. 

Blood testing or disease control 
terms such as: “Pullorum Tested” 
r “Blood Tested”” may not be used 
n advertising or sale unless the 
individual chicks rather than part 
of the flock have been so treated. 

There must be no substitution of 
nferior chicks for those ordered or 
sale of chicks at purported “bar- 
} gain” prices. Advertising cannot 
} offer them as bargains if actually 


they are selling at their regular | 


price. Nor can “leaders” be used 
n the sense that the consumer is 
jtold that an adequate supply of 
such chicks is available to pur- 
chasers at below market price 
unless the claim is true to fact. 


“Free” Must Mean Free 


The terms, “hatchery,” “chick- 

ery,” “chick nursery,” “farm,” 
poultry farm,” “breeding farm,” 
incubators,” etc., must conform to 
fact in designating the type of 
marketer. 

Guarantees in advertising and 
sales promotion as to percentage of 
hicks alive at buyer’s destination 
must be made good by the mar- 
‘eter. And the use of misleading 
testimonials regarding exceptional 
esults alleged to have been ob- 
tained by buyers may not be used 
unless all chicks from this source 
may be expected to produce similar 
esults for all buyers. 

The use of the word, “free,” or 
's equivalent, where not properly 
t fairly qualified when the article 
‘ in fact not free, is an unfair 
trade practice; as are the practices 


a 


$15,000,000 


in new defense money being 
spent in TULSA! 

One Bomber Plant to cost 
$10,000,000 will employ 15.- 


WO to 20.000 men. perma- 
nently! 


More spending money for 
an already grand market. 


Julsar 
_KTUL 


| ated TRH 
| al PETERS, Ine 


{ Exclusve National 


Represeutatroes 


The West is a rich market. Richest in 


the nation! Its people earn more and 


spend more. They buy 35% more 


FOOD per capita. 


If you have FOOD (or any other 


kind of product) to sell, come West 


—via radio. 


You'll find that on/y radio covers 


the whole West economically, knits its 


thousands of prosperous communties 


into a single unified market. You'll 


also find that the Columbia Pacific 


Network does it best! 


Food advertisers prefer Columbia-Pacific 


In the West, food advertisers place 


COLUMBIA Chip NETWORK 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Columbia Square, Los Angeles « Palace Hotel, San Francisco 


Kepresented by RADIO SALES with offices in New York, Chicago, Detroit, and Charlotte 


SELL MORE FOOD IN THR,WEST FOR LESS! 


As little as 19¢ 


Super-Market of 


per town” puts 


your product ‘on sale’ in the giant 


Columbia-Pacific 


more hours of business on Columbia- 


Pacific than on any other Western net- 


work. Bigger, faster sales tell them 


that the huge audience of the Col- 


umbia Pacific Network is one of the 


world’s greatest marketing places. 


*For as little as 19¢ per town 


It costs as little as 19¢ per town (for 


time and talent) to give your prod- 


uct “front window” display before 


2,587,000 families in more than 3,000 


Western cities and towns—with your 


own Hollywood produced program 


over the Columbia Pacific Network. 


It’s the best buy in the West. 
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Reynolds Directs KMPC 


Robert O. Reynolds, who has 
been associated with KMPC, Bev- 
erly Hills, Cal., for three years, has 
been appointed vice-president and 
general manager, succeeding Leo 
B. Tyson, resigned. Mr. Reynolds 


has been sales manager for the 
past year. 

Lloyd George Venard has been 
appointed Eastern’ representative 
for KMPC with offices at 101 Park 


avenue, New York. 
ATA Expands Drive 

The American Trucking Associa- 
tions, Washington, has added the 
United States News to the list of 
publications which will carry ATA 
advertising during the first quarter 
of 1941. Other publications sched- 
uled are: Business Week, Collier’s, 
National Grange Monthly, Nation’s 
Agriculture, The Saturday Evening 
Post and Time. 


EVENING COURSES IN MARKETING 


PRINCIPLES OF MARKETING 
SALES AND MARKET ANALYSIS 
SALES MANAGEMENT 
SALESMANSHIP 
ADVERTISING COPY WRITING 
RETAIL ADVERTISING 


Classes Start February 4 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE + CHICACO - CERTRAL 6787 


‘Oregon Is Near 
You, Campaign 
Advises Motorists 


Portland, Ore., Jan. 29.—The 
Oregon State Highway Commission 
not only builds roads, but it pro- 
motes them—to tourists out of the 
state. And since the highway com- 
mission is a highway commission, 
it aims its advertising for out-of- 
state tourists solely at motorists— 
leaving the train, plane, boat and 
bus travelers to be steamed up by 
other tourist agencies to gen- 
erate their own irresistable desire 
to explore the wonders of the 
state. 

Recognizing that Oregon - still 
seems almost as far away as Pata- 
gonia to millions of United States 
tourists, the highway commission, 
through Botsford, Constantine & 
Gardner, its agency, will key its 
extensive 1941 campaign to “Drive 
Oregon Highways” with the four- 
word message, “Oregon Is Near 
You.” 

The beautiful scenery, alluring 
vistas and soul-satisfying vacation 
angles will have their place in the 


or 


campaign, but above all the State 
Highway Commission will concen- 
trate its efforts on convincing Mid- 


dle Westerners and Easterners that 


they can get to Oregon (and back 
home again) quickly and economic- 
ally. 


Uses Zigzag Spread 


Typifying this approach is the 
Commission’s opening advertise- 
ment in the March American Maga- 
zine, a four-color zigzag bleed, the 
first state or community advertise- 
ment utilizing this new advertising 
unit. 
and in one balloon queries, “How 
long does it take to drive to Ore- 
gon?” and in another balloon an- 
swers “Our driving time from Chi- 
cago was 43 hours.” 

Chicago is used as a central point 
because it is felt that all motorists 
of the East and Midwest know their 
approximate driving time to Chi- 
cago and can thus estimate easily 
the driving time from their home 
to Oregon. The element of driving 
time has been computed for Oregon 
literature by the American Auto- 
mobile Association for all cities of 
the country. It varies according to 
road conditions but is always based 
|on a reasonable speed, averaging 45 
miles an hour. Most of the Oregon 
copy also carries the driving time 
|from Yellowstone Park, 13 hours, 


The heading is personalized | 


— 


OREGON TALKS SPEED AND ECONOMY 
- 


Our driving cost 
Be was less than ‘12 apie® 
: from Chicago 


IN 


—1940— 


Greatest Gains 


PITTSBURGH 


DISPLAY 


RETAIL 
- a 
Gain 
241,797 lines 
175,320 lines 


13,261 lines 


POST-GAZETTE 
2nd Paper 
3rd Paper 


AUTOMOTIVE 


_— > - — 
Gain 
144,210 lines 
100,200 lines 


74,323 lines 


POST-GAZETTE 
2nd Paper 
3rd Paper 


DISPLAY 


> 


TOTAL 


Gain 
379,422 lines 
233,749 lines 

77,934 lines 


POST-GAZETTE 
2nd Paper 
3rd Paper 


All figures are for daily field. 


In general advertising all Pittsburgh daily newspapers showed 
a small loss,—and the Post-Gazette showed the smallest. 


CIRCULATION GAINS 


Here also the Post-Gazette made the largest gains of any 
Pittsburgh daily newspaper. For the six months ending Sept. 
30, 1940, compared with the six months ending Mar. 31, 1940, 
the gain of the Post-Gazette exceeded the combined gain of 
the second and third daily paper per figures below. 


2nd Paper 
3rd Paper 


Post-Gazette — 12,923 Gain 


2,837 Gain 
916 Gain 


ittsburg 


Post-Gasette 


One of America’s Great Newspapers 


fat beck 


Publisher 


re three of us in the cor--gasoline, oil ond motoring 


s than $35 far the trip—paved roods all the way.” 


Directed exclusively to motorists is this four-color magazine page to run for 


Oregon State Highway Commission this spring. Economy is featured in this 
advertisement—the other featured theme in the campaign being that Oregon 
may be reached without driving for weeks. 


and from San Francisco, 10 hours. 

| Typical of the economy appeal 
| will be the April four-color adver- 
tisement in Cosmopolitan with 
|balloon headings, “How much does 
‘it cost to drive to Oregon?” “Our 
| driving cost was than $12 
apiece.” Copy then goes on to ex- 


IAMA Sets Meeting 

The Interstate Advertising Man- 
agers’ Association will hold its 
nual convention Feb. 14-15 at t! 
Gettysburg Hotel, Gettysburg, Pi 
Newspaper advertising managt 
from Pennsylvania, New Jerse) 
Delaware and Maryland will atten 


an- 


t}) 


less 


plain these figures are based on the sessions. John Barndollar, fie] 
three people in a car and cover secretary of the Bureau of Acver- 

‘ .. | tising, American Newspaper Pub- 
| i oo i lishers Association, will be tl 
dentals. 


principal speaker. 

11 Magazines Scheduled a — 

Plans “Market Review” 
Emil Held, Marvel Hall Studios 


Magazines scheduled for the cam- 
paign, in addition to American and 


Cosmopolitan, include Field and | 1229 Park Row bldg., 15 Park Ro\ 
Stream, Hunting and Fishing, Na- New York, Is planning a week 
tional Geographic, Outdoor Life, publication, General Market Re- 

view, the first issue of which wi 


The Saturday Evening Post, Sports 


aa “Phe appear April 12. Particular atten- 
Afield, Sunset, Time, Wester ” tion will be paid to the food indus- 


Sportsman, and a large group of 
motor publications. Magazine space 
will be used in February, March 
and April magazine issues. News- 
paper space will be used in April, 
May and June to intensify coverage 
on the Pacific Coast and in the In- 
termountain and Midwest areas. 


try. 


PSSNST . -anaten: | 


WHY do men allot a hundred. 
FIVE hundred thousand dol- 
lars in leases, fixtures, furoi 
ture. counters and a 
hundred thousand dollars p/us 
in perishable inventory. food. 


styles .. . or THREE hundred 


B. C. Fruit Growers 
Expand Ad Budget 


Okanagan fruit growers in British | 
Columbia have decided to spend an 
additional $25,000 this year, bring- 
ing their advertising budget for the 


period to $85,000. The increase in thousand in a factory oe « OF 
assessment to provide the larger forty thousand in a new rool 
sum was authorized at the recent . or a hundred thousand in 
convention of the B. C. Fruit Grow- a power plant... and FAIL 
ers’ Association at Kelowna. The to invest even a hundre ith 
tree fruit board which handled ap- part in WHAT PEOPLE 
ple and tree fruit merchandising THINK? Yet. sales and divr 
was instructed to increase the per dends depend upon opinion 
box levy on apples, pears and crab- upon the beliefs of pes le. 
apples by a quarter of a cent, and to upon their friendly pos'ive 
make a sufficient levy on soft fruit preferences for the thing- 7 
to enable an adequate advertising sell: NOT on how S 
campaign to be carried on. equipped you are to many. ae 

Growers were told more advertis- ture. Modern business n- 


} trols the thinking of its pro* 


ing for soft fruit would sell Okana- . 
pects. It decides today hat 


gan in the domestic market and off- 


set competition of U. S. peaches it wants people to think - 

’ vs 
and other fruits. The advertising months, a year from tooss’ 
will be conducted on a Dominion- does it with right advert: ("® 


Have vou heard of OUR copy: 
OUR plan. our SMALI! 
for OUR clients? Its a 1 


OREN ARBOGI ST 


wide basis. 


LeFavour Heads | Dailies 


William B. LeFavour, Amsterdam 


Observer, has been elected presi- ‘4 ING 
dent of the New York Associated seaae ot Sie Ave 
Dailies, succeeding Milton R. Miller, irty . ichiga 


Batavia News. Wesley P. Small, CHICAGO 
Herkimer Telegram, was elected 


vice-president and Louis G. Buisch, 


Hornell Tribune, secretary. 
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ADVERTISING AGE 


Radio Station 
Gives Guarantee 
of Audience Size 


New York, Jan. 28.—Offering 
what is believed to be the first 
noney-back guarantee ever offered 
to national advertisers by an ad- 
verti ng medium, Station WNBF, 
pinghamton, N. Y., has revealed 
jetails of a plan whereby it will 


efund all costs to sponsors of net- | 


york or spot programs if the audi- 
ence rating does not meet an estab- 
ished figure which is well above 
the national average. 

The unique plan was outlined to 
ApVERTISING AGE here today by 
Harry Trenner, sales manager of 
the station. He declared that it 
was adopted as the result of private 
surveys made last summer which 
showed that local ratings of pro- 
grams were much higher than the 
ational figure. 

M Trenner’ said the _ idea 
was tried with one major agency. 
The program in question had a 
Hooper rating of 7.7, but on the 
basis of the Binghamton surveys, 
the station was able to guarantee a 
rating of 15 in that market. In 
December, the agency made its own 
survey and discovered the Bing- 
amton rating of the program to be 
2.9. If it had been below 15, the 
station would have returned the 
cost of both the program and the 
agency survey. 


Available to All 


The same plan has now been 
made available to all agencies and 
sponsors. - In the case of weekly 
shows, agency and station will agree 
n advance on a time period of 
around 13 weeks after which the 
igency is to make a survey and get 
its money back if the rating does 
not meet the guarantee. For daily 
programs, the period would be 
shortened to six or seven weeks, 
Mr. Trenner said. 

WNBF is affiliated with both the 
Columbia and Mutual Broadcasting 
Systems. It is represented na- 
tionally by John Blair & Co. 


WMCA Goes to Noble 


Edward J. Noble, chairman of 
the board of Life Savers Corpora- 
on, has assumed control of Sta- 
tion WMCA, New York. The 
purchase price was $850,000. Origi- 
nally scheduled for Dec. 31, the 
sale was held up when Donald J. 
Flamm, president of the Knicker- 
bocker Broadcasting Company, 
WMCA licensee, filed a_ petition 
vith the Federal Communications 
Commission asking that the trans- 
ler of ownership be reconsidered, 
The FCC subsequently refused to 
set aside the order. 


Mactadden Shifts Sozio 


Fiore R. Sozio, formerly with the 
idvertising department of Macfad- 
len Publications, Inc., New York, 
las been appointed assistant to Wes 
Jones, promotion manager of Mac- 
fadden Women’s Group. 


. | * 
Elton Joins J-W-T _ Seal-Cote Finger 
Wallace W. Elton, formerly with | " 
N. W. Ayer & Son, Philadelphia, | Nqj] Preparation 
has — age soe an *. director | s 
of J. Jalter 10mpson Company, O C 
New York. Richard L. Eastland, of pens oast Drive 
the radio department of the New Los Angeles, Jan. 29.—Seal-Cote, 
i> tanaes Cela — Ola new liquid preparation for the 
; -* i fingernails recently introduced 
~ ee here, is now being promoted 
Two Join Wheelock through a newspaper and _ radio 
Scott Faron has resigned as ad- | ©#™paign under the direction of the 
vertising and promotion manager Milton Weinberg Advertising Com- 
of the Glass Container Association | pany for the Seal-Cote Company, 
of America, New York, to join) Hollywood. 
Ward Wheelock Company, Phila- Spot announcements are being 
delphia. sivn Cheney. formerly US¢d 0n KFI and KECA, Los An- 
with Lord & Thomas, New York, eons, — Sw oe nerU, —_ 
has joined the copy department of Francisco. Black and white and 
Ward Wheelock Company, New 'etogravure copy is being used in 
York. newspapers, plus space in the Pa- 


cific Coast editions of The Ameri- against breaking and splitting.’ 
can Weekly. In reaching the trade, sells for 25 cents 
West Coast drug magazines and —-—-—-— - 
national trade papers, including Canadian Ford Appoints 
Modern Beauty Shop and American bee = - 
Hairdresser, are being used. . The Ford Motor Company of 
Canada has appointed Cockfield, 
At the present time a national Brown & Co., Canadian advertising 
campaign to appear in a_ selected company with offices in Montreal, 
group of women’s magazines is be- | Toronto, Winnipeg and Vancouver, 
ing prepared. Seal-Cote has dis- to direct its advertising. A new 
tribution in the Middle West and branch office will be opened at 
partial distribution in the East, in Windsor, Ont., to provide direct 
addition to the Pacific Coast service to the Ford Company's main 
Copy features the use of Seal- office in Dearborn, Mich. 
Cote to help women attain. the . 
“longer, more glamorous nails” Federal Promotes Wright 
that “men admire.” Copy says the Charles G. Wright, account 
product “aids the natural growth | ©xecutive, has been elected a vice- 
of nails, adds the glamorous touch president of Federal Advertising 
A ee Agency, New York. He _ handles 
to hands” and “applied daily over |the gecounts of General Cigar 
polish Seal-Cote helps protect nails Company and F. R. Tripler & Co. 


AN you imagine a man wearing only a top 
hat and thinking that he’s fully dressed? Of 
course you can't! The keen advertising strategist 
recognizes that buying power is not merely a matter 
of the ‘silk hat’ group, but of the solid, stable 


middle groups as well. 


Here is something to remember about Los Angeles; 
The Evening Herald-Express has MORE readers in 
EVERY income group in the rich ABC city area 
than any other daily. Verify this in the 4-A’s 
Los Angeles Newspaper Readership Survey. 


A splendid market under normal conditions, the 
more than ONE BILLION DOLLARS in defense 
expenditures in the area served by this newspaper 
means unlimited sales possibilities for the national 


advertisers. An opportunity worth cultivating! 


Because The Evening Herald-Express gives you 
more city circulation... more trading territory cir- 
culation... more total circulation than any other 
daily — morning or evening — there is no need to 


take less. 
Have your advertising campaign completely ‘dressed’ 


by covering the West's largest market through the 


West's largest daily newspaper! 


Sroning 


Lr blageler 
HERALD-EXPRESS 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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Thinks U. S. Will 
Go to War 


12,000 high school students and their 
parents answered a_ pre-election 
survey made by 
Scholastic. 55% of 
the boys and 52% 
of the girls think 
U. S. will be drawn into the war. 
56% of their fathers and 49% of 
their mothers think so, too. 
7 

Softball is played and watched by 
more image than is any other out- 

door game. Added in- 
PEPSI-COLA centive for high school 

boys and girls to play 
softball is provided in a new pro- 
gram announced by Pepsi-Cola Co. 
Softball tournaments will be held 
in high schools throughout the coun- 
try. Each member of the winning 
team in each school will receive a 
trophy. Tournaments are managed 
by Scholastic Coach, national 
monthly for athletic directors. 

7 

11,482 square feet of floor space will 
be used by R. H. Macy & Co. from 

Feb. 10 to Feb. 21 for 
R.H. MACY the exhibition of the 


&CO. best art work received 
from New York high 

school students. Best work will be 
sent to Carnegie Institute, Pitts- 
burgh for national judging of 
Scholastic Awards. The’ entire 
project is sponsored by Scholastic 


Magazine. 
7 
A survey made among librarians to 
determine the number of readers 
per copy of Scholastic 
72 READERS on file in high school 
PER COPY libraries shows the 
amazing total of 72 dif- 
ferent readers per copy each week. 
Survey was made in 89 schools. 


. 

More than 2,- 
000,000 high 
Pee) school students 
legen the Flag} Saw the Pledge 
United States of America To The Flag 

ud to the Republic for which it ; ; : 
stands. one nation indivisible. distributed b y 
wit liberty and justice be all) Soholastic dur- 


ing December. 
PLEDGE TO THE FLAG It was de signe d 
by two students in a Pittsburgh 
high school and won a prize in the 
1938 Scholastic Awards. Superin- 
tendent of Schools Graham liked it 
so well that he ordered additional 
silk screen prints for Pittsburgh 
high schools. Scholastic made them 
available to all schools, framed for 
classroom hanging. Mats were 
sent to 1,000 high school news- 
papers upon request. 4-color mini- 
atures will be sent free to readers 
of ADVERTISING AGE. Write to Scho- 
lastic, 220 East 42nd Street, New 
York. 

e 

Westinghouse Electric and Mfg. Co. 
has joined the growing list of ad- 


vertisers who are 
—- telling the high 

school students of 
YOUTH MARKET America about their 
place in American Life through 
Scholastic Magazines. A General 
Electric Company campaign started 


with the opening of 
September 1940. 


schools in 


. 
“Primer for Americans” is the new- 
est publication of the National As- 
sociation of Manufactur- 
PRIMERFOR ers. It was written by 
AMERICANS Ryllis and Omar Goslin, 
who have been running 
4-page sections monthly or oftener 
in Scholastic for several years, on 
similar subjects and with similar 
chart illustrations. 


Getting Personal 


John L. Collyer, president, B. F. Goodrich Co., has been elected a 
trustee of Cornell University. A member of the class of ’16 at Ithaca, 
he was one of the greatest stroke oars in Cornell rowing history. He 
captained Poughkeepsie Regatta winning eights in his freshman and 
junior years, and served as coach as a senior. . . 

John Cowles, member of the famous Iowa publishing family, and 
president of the Minneapolis Star Journal, is getting a first-hand 
view of the blitzkrieg in London as a traveling companion of Wen- 
dell L. Willkie. . . 

Daniel J. M. Bates, Jr., of Young & Rubicam, was to have been 
married in the spring. The wedding was pushed ahead to last week 
because his regiment is slated to begin a year’s training at Savannah 
early in February. He and his bride will honeymoon in Canada 
before heading South. . . 


MIXING CHEESE AND GOLF WITH PLEASURE 


Kraft Cheese Company's star salesman, Bing Crosby, and officials of the company 
and agency took time off from a recent Hollywood conference to test each 


other's mettle on the links. In this picture are W. F. Lochridge, vice-president, 

J. Walter Thompson Company, Chicago; J. H. Platt, Kraft director of adver- 

tising; Bing Crosby; and Norman Blackburn, West Coast head of J. W. T.'s com- 
mercial movie department. P. S. Crosby and Platt beat the agency men. 


Harry Bitner, Pittsburgh Sun-Telegraph publisher, has been named 
a member of the advisory alumni council of Franklin & Marshall 
College. Arthur G. Newmyer, associate publisher, Washington 
Times-Herald, is back at work after several weeks of recuperation 
following an operation. . . 

Charles H. Brower, v.p., BBD&O, has bought a new house in Wych- 
wood, which overlooks a golf course at Westwood, N. J. . Ken 
Mason, prom. mgr., N. Y. Sun, begins his year in the service Feb. 10. 
He will be master sergeant, 212th Coast Artillery, N. Y. National 
Guard. 

Ed Kirby has wound up his affairs as director of public relations, 
National Association of Broadcasters, and is busy setting up the 
Army’s radio division. . . Gordon F, Bell, of Maxon’s radio dept., was 
called for service and is in the tank division at Fort Dix, N. J 

Raymond Rubicam, board chairman of Y & R, is a committee 
chieftain for the 1941 funds drive of the Boy Scout Foundation of 
Greater New York. He threw a lunch for his 48 co-workers at which 
Dr. George Gallup was a speaker. 

Joseph P. Spang, Jr., Gillette Safety Razor Co. president, 
a group sponsoring a newspaper campaign for better 
in Massachusetts. . 
has a new radio 
employes. . . 

Earl W. Lancaster, James Thomas Chirurg Company, Boston agency, 
is a lieutenant colonel on the staff of the New England commanding 
major general. . . Robert S. Nyburg, Cahn, Miller & Nyburg, Balti- 
more agency, a reserve officer in the Quartermaster Corps, has been 
called to a year’s active duty. He is stationed at Fort Eustis, Va. . . 
Carl Havens, a.m., Olds Motor Works, Lansing, Mich., has been 
named vice-chairman for the annual fund-raising campaign of the 
Greater Lansing Community Chest. . . 

The latest Columbia Network mailing piece shows H. A. 
(Doc) Stebbins, Erwin, Wasey & Co. of the Pacific Coast, 
in a cover picture beside a large graph with the pointed question, 
“Are your sales going up in 1941?" He was declaiming for the 
benefit of a recent sales meeting of the Cudahy Packing Company 
in Los Angeles. 

Edward H. Weiss, 
middle 


is one of 
school facilities 
. Philip E. Young, prexy of Acushnet Process Co., 
direction finder for his yacht, the gift of his 


Pacitic 
exec. V.p., 


president of Weiss & Geller, picked “L” for the 
initial of his first born. The youngster duly arrived Jan. 15 
and the agency man had him christened James L. Weiss. The exact 
middle name is yet to be determined. . . 

Louis F. Herman, who operates his own advertising agency in 
Newark, N. J., will soon be honeymooning with Christine Singman 
Their engagement has just been announced. . . 

Jack Miner, son of Dan B. Miner, Los Angeles advertising agency 
owner, has left for the Philippines on an army transport. Young 
Miner is a first lieutenant in the 32nd infantry stationed at Fort Ord. 


A resolution adopted by both houses of the South Dakota state 
legislature, addressed to WNAX Broadcasting Company, Robert R. 


Tincher, mer.: 


Black Hills Broadcasting Company, R. J. Dean, mgr., 
and KGFX, 


Ida McNeil, mgr., gave them “especial commendation fo1 
meritorious service rendered in broadcasting the inaugural address 
of the Hon. Harlan J. Bushfield and discussions of subjects of legis- 
lation now pending in the 27th legislative session of the state of South 
Dakota.” 

Mason L. Ham, head of the agency bearing his name, heads the 
advertising group of the industry and finance division in the Greate: 
Boston Community Fund 1941 campaign. John C. Dowd of the Dowd 


agency, is vice-chairman. The others on the committee are: Lester F. 
Barnes, Batten, Barton, Durstine & Osborn; Allan C. Gottschaldt, 
Glaser-Gottschaldt; Louis W. Munro, Doremus & Co.: John D. Orr, 


Harold Cabot & Co.; Harold Bugbee, Walter 


Snow and Staff, 
William J. Breen, Jr., H. B. Humphrey Co. 


and 


Campbell. Ewald 
Ready fo Observe 
30th Birthday 


Detroit, Jan. 29.—The Campbell- 
Ewald Company, which proudly 
points to itself as the oldest adver- 
tising agency in Detroit and one of 
the few agencies in the country to 
have retained its corporate identity 
and its directing head over such a 
long period, will celebrate its 30th 
birthday in February. It was in 
that month in 1911 that H. T. 
Ewald, president of the company, 
and Frank J. Campbell incorporated 
ithe agency in Lansing, Mich. 

The agency’s growth has paral- 
| leled that of the automobile indus- 
| try with which it has been closely 
| linked throughout the three decades 
|of its existence. The company also 
|played an important role in the 
growing recognition of advertising 
'as the controlling factor in the un- 
ion of mass production and mass 
| selling. 

During each of these 30 years the 
company has had an average yearly 
billing of more than $10,000,000 
despite the fact that it did not 
reach an annual billing of a mil- 
lion dollars until many years after 
it was organized. One of Mr. 
Ewald’s greatest prides is the fact 
that in the life of the agency it 
has never missed a cash discount in 
the payment of publication and 
other bills. Neither has it ever 
missed a_ payroll, even’ during 
| Michigan and national bank holi- 
days, money for the payroll being 
rushed from New York by air- 
|plane. Another source of pride is 
|that the Hyatt Bearings Company, 
the agency’s first client, is still a 
| client, 


| 


Gets Chevrolet Account 


The agency began to really “go 
| places” in 1920, and got there with 
a bang in 1922 when the Chevrolet 
Motor account, which it 


account in the world, 


still has | 
|}and which it calls the largest single | 
advertising 


—_ 


came into the shop. Later othe; 
General Motors divisions came t, 
the company, in addition to a yarj. 
ety of other business. 

As a prelude to becoming a eo. 
|founder of the agency at the age 

of 25, Mr. Ewald, now 55, starteg 
out selling newspapers and workeg 
as a messenger boy in a departmen 
store. He quit school at 14 to wor, 
ifor the D. & C. Navigation Com. 
| pany, becoming advertising man. 
|ager several years later. At 20 he 
founded the Detroit Adcraft Clyp 
being honored for this achievement 
at the 35th anniversary dinner of 
the club four months ago. Thep 
came the founding of the agency jp 
1911, in conjunction with Frank J. 
Campbell, who retired from the 
business in 1917. 

Mr. Ewald has been particularly 
active for the last two decades jn 
the American Association of Ad. 
vertising Agencies, serving as chair. 
man of the board as well as of com- 
mittees. He was one of the early 
members and now is chairman of 
the National Outdoor Advertising 
Bureau, as well as a director of the 
Traffic Audit Bureau. 

Money-raising campaigns in De- 
troit civic and philanthropic circles 
have found Mr. Ewald a potent and 
willing collaborator ever since he 
headed the publicity in five Detroit 
Liberty Loan drives in the first 
World War. 


Darmstader Resigns 

Arthur G. Darmstader, who has 
been associated with the Hearst 
newspaper organization § for the 
past 17 years in various sales and 
|}executive capacities, has resigned 
from the New York Mirror, effec- 
tive Feb. 28. For the past two 
years he has been in charge of the 
Brooklyn department and was pre- 
viously with the Los Angeles Ex- 
aminer, He has not announced 
future plans. 
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Moving up with the speed of the Seven League Boots, the cireu- 
Detroit Free 


Press is breaking all records. 


The five year increase was nearly equal to the combined gains of 
the two other Detroit newspape 


rs. 


largest in the history of the Free 


along 
growth of 


The Detroit Free Press 
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OVER A CENTURY 
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Griesedieck Western Brewery Company 
is using rhymes, continuities and an 
animated stag to lend pep and reader 
interest to a new and enlarged news- 
paper campaign for Stag beer. 


Promotional | 


Linage Shows Gain 
for December | 


| 

Chicago, Jan. 28.—Total promo- | 
tional linage in the advertising press | 
during December was 241,920 lines, 
a tabulation released here today 
shows. This compares with 247,- 
562 lines for November, and 212- 
198 lines for December of 1939. 
Newspapers continued to use the 
largest total linage in the six pub- 
lications measured, although their 
December total of 57,904 lines was 
only an eyelash ahead of the maga- 
zine total of 56,644 lines. Radio 
continued in third position with 
| 34,034 lines. Totals for other groups 

a were as follows: 

> Signs and displays, 840 lines; 
outdoor, 1,148 lines; paper, 10,038 
lines; business papers, 18,130 lines; 
advertising production, 21,882 lines; 
agencies, 6,958 lines; farm papers, 
12,180 lines; car cards, 2,730 lines: 
miscellaneous, 19,432 lines. 

The publications upon’ which 
these totals are based, together with 
their individual linage records for 
December, are as follows: 


Lines 
ADVERTISING AGE (WwW) 104,636 
Advertising & Selling (m). 28,882 
Printers’ Ink (W)......... 27,202 
Printers’ Ink Monthly...... 12,936 
Sales Management (sm)... 35,406 
| 32,858 


Weiss Joins A. W. Lewin 
Sidney Matthew Weiss has re- 
igned after 14 years from. the 
Acorn Agency, New York, to join 
A. W. Lewin Company, Newark, as 
executive vice-president. He will 
ve in charge of the agency's New 
York office where he will continue 
‘0 serve his former accounts. 


a 


COLLINS 
MILLER & 
HUTCHINGS 


"HOTO-ENGRAVERS 
IN CHICAGO 


Brakeblok Plans Drive 


Advertising plans for 1941 of 
American Brakeblok, division of 
the American Brake Shoe and 
Foundry Company, Detroit, call for 
full pages in color in automotive 
trade publications, and renewed 
activity with present slide _ film 
equipment and with new sales pres- 
entation materials in the heavy duty 
field. The program was presented 
to the division’s selling organization 
at a national meeting in Detroit. 
Brooke, Smith, French & Dorrance, 
Detroit, is the agency. 


Appoints Richard Oliphant 


Richard H. Oliphant has been ap- 
pointed advertising agent for the 
American President Lines, San 
Francisco. He has been in _ the 
Lines’ publicity and advertising de- 
partment for more than a year. 


Insurance to Cabot 


The Union Mutual Life Insurance 
Company, Portland, Me., has ap- 
pointed Harold Cabot & Co., Bos- 
ton, to direct its advertising. 


White to Use 
Color in Sewing 
Machine Drive 


Cleveland, Jan. 29.— The White 
Sewing Machine Company will use 
an all-color schedule in Good 
Housekeeping, Ladies’ Home Jour- 
nal and McCall's to push its line 
of sewing machines in 1941. Co- 
operative newspaper effort also is 
planned. The company enters 1941 
confidently, with sales for the past 
three years showing an increase of 
more than 20 per cent. 

The 1941 copy is designed to do 
a merchandising job for the depart- 
ment stores in which White leases 
its own departments. The _ basic 
idea will be to sell sewing machines 
through wearing apparel. For in- 
stance, first copy features the “All- 
American Wardrobe” for spring 
and shows three ensembles chosen 
by nationally known style authori- 
ties. These ensembles may be made 


2 


at home with the use of a White. 

he cooperation of the various 
linking departments of the depart- 
ment stores will be solicited in the 
featuring of displays built around 
the White sewing machine. 

The sewing machine organization 
is alsO engaged in enlarging its 
distribution set-up by adding elec- 
trical appliance distributors 

Fuller & Smith & Ross, Cleveland, 
is the agency. 


Coons to Open Offices 


Sheldon R. Coons, who recently 
resigned as executive vice-presi- 
dent of Lord & Thomas, New York, 
to act as general business counsel 
to national organizations, will open 
his new offices upon his return 
from a= six-week vacation at his 
winter home in Arizona 


Joins “Agriculturist” 

George E. O'Connor, formerly 
with Macfadden Publications, New 
York, has been named promotion 
and research manager of Southern 
Agriculturist. 


Rock to Manage KDKA 


James B. Rock, assistant to the 
manager of broadcasting in charge 
of technical operations for Westing- 
house radio stations, has been made 
manager of KDKA, Pittsburgh, suc- 
ceeding Major John A. Holman, 
who has been called to active duty 
with the army. 


Sales Booklets 
Issued by AMA 


American Management Associa- 
tion, New York, has published “Ef- 
ficient Management of the Sales 
Organization” and “Sales Personnel 
Techniques.” 

Both are available from the as- 
sociation at nominal prices. 


PLO 


CHROMURA PRINT 
from KODACHROME 


The ultimate in copy for process plate work—gives new 
reproduction perfection — price $38.00 up — Lovestigate! 


PHOTOCHROM - 1141 Belmont - Chicage 
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<i THEIR FAME IS YOUR FORTUNE 


Hollywood stars are news. 


.. Hews 


Success Stories of the Hollywood Stars! 
W eekly, 85,000,000 Americans follow the Stars, want 
to hear all. Stella Unger, who knows them intimately, 
tells all about them in “Hollywood Headliners,” 


fascinating NBC. Recorded Program. 


as a five-minute program with 


of absorbing interest. In‘ Holly- 
wood Headliners,’ Stella Unger, 
“Your Hollywood Newsgirl,”’ turns 
this interest to your profit. She 
not only reveals the details of 
their lives... but has proved the 
sales formula behind this show 
in previous programs for leading 
advertisers. 

Herprogram,’ Hollywood Head 
liners,” offers local and spot. ad- 
vertisers a remarkable value... a 
full year’s schedule of 3 programs 
a week ...156 programs a vear... 
at unbelievably low cost. Broadeast 


dio-Recording Division 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


RCA Bidg., Radio City, New York * Merchandise Mart, Chicago 
Trans-Lux Bidg., Washington, D.C. * Sunset & Vine, Hollywood 


special movie set atmosphere and 
musical theme...or with recorded 
musie added, it becomes a 15- 
minute show. Reeorded advance 
announcements, photo, mat and 
publicity releases are included. 

“Hollywood Headliners” is now 
being sponsored in various cities. 
Many leading markets are. still 
open. Write us today —sending list 
of markets in which you’re inter- 
ested. We'll supply further details 
regarding rates and availability. 
The stars are in the ascendeney 
follow them to profit! 
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“Importers Guide” 
Announces Award 


Importers Guide has created an 
annual award of a silver plaque to 
be “presented for distinguished 
service either (a) for the installa- 
tion of or use of arbitration in the 
foreign trade relations of an indi- 
vidual organization; or (b) for the 
promotion of the use of arbitration 
in foreign trade through research, 
education, advancement of its prin- 
ciples or other concrete action in 
this sphere.” The award will be 
made under the auspices of the 
American Arbitration Association. 
Only a business firm, corporation or 
association in the United States will 
be eligible, individuals being barred. 

The committee on arrangements 
for the award consists of Peter 
Grimm, president, William A. White 
& Sons, New York; Major Benjamin 
Namm, president, A. I. Namm & 
Son, Brooklyn, and Shane O'Neill, 
assistant to the president, J. E. Sit- 
terley & Sons, New York 


“Home Cratt’’ to Cadle 


Popular Home Craft has 
pointed John C. Cadle, New 
as publisher’s representative, 


ap- 


York, 


ANPA Folder Features 
Sears, Roebuck Rise 


Persistent newspaper advertising 
aided Sears, Roebuck & Co. to build 
up a $400,000,000 business in its re- 
tail stores in 15 years, according to 
Advertising Facts No. 38, issued by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion. The folder points out that 
Sears has become one of the coun- 
try’s largest chain store organiza- 


tions, with 595 stores, in addition to | 


being the largest mail order house. 
Sears spent $11,409,649 in news- 
papers in 1939, largest appropria- 
tion in that medium in the firm’s 
history, and representing 91.66 per 
cent of the total expenditure for re- 
tail advertising, according to the 
folder. Figures for 1940 are ex- 
pected to set an all-time record. 


V L&A Appoints Diener 

Von Lengerke & Antoine, Chi- 
cago sporting goods store, has ap- 
pointed Wm. L. Diener Advertising 
Agency, Chicago, to handle its ad- 
vertising, beginning with the open- 
ing of its new, 50th anniversary 
store at 9 N. Wabash avenue, March 
17. 
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NEW ORLEANS 
20.000 WATTS 


The greatest selling POWER in the South’s greatest city 
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—December— 
1940 1939 
Food Chains 


*Jewel $ 2,596,122 § 2,053,175 
*Kroger Groc. & 

Bke. Co 21,414,118 20,419,121 
National Tea 5,637,484 5,028,824 
Safeway . 82,029,863 31,456,075 

Group Total $ 61,677,587 §$ 8,957,19 
Mail Order 

Sears, Roebuck G5, 874,7¢ 82,427,139 

Spiegel . 6,758,542 6,650,149 

Montgomery 

Ward TO,850, 085 66,025,061 

Group Total $175,483,492 $155,102,349 
Drug Chains 

Crown 912,143 G06 558 

People's TUL1S0 2 60 198 

Walgreen 8,440,191 7,985,504 


Group Total $ 12,143,454 $ 11,495,240 
Variety and Miscellaneous 
Bond Stores, Ine 4,832,348 5,509,731 


SALES OF CHAIN STORES 


* Gain -— 12 Months - *, Gain 
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New Lettering 


vio ees"! Bid Is Shown t 
26.4 $ 29,197,297 $ 24,743,437 +18.0 o 
1 ssssrzeoe —evsasecos +00 New York Admen 
+ 12.1 61,919,453 56,824,450 + 9.0 
+18 2396.566,335 185,428,159 +29) New York, Jan. 28.—Speed, yar. 
16 $ 745,794,694 $ 710,252,631 9 ety and lower costs are the lali- 
ties claimed for Flexo-Letter yg 
+ 16.3 739,884,663 650,790,791 +13.7 7 } ‘hanical : S 
16 53.768.803 528604 1.7 |new photo - mec ranical proc in- 
_,| troduced to advertising prod ictioy, 
+? 542,498,246 96,608,7 +9.2 ton 
3 BER CONSE 196,608,714 +92) ren here today. The te: qu 
$11.9 $1,336,151,712 $1,200,259,970 +11.3| was developed by Alvin Pollang 
ee 8. 503,429 s.112.558 44.8 | artist, and Murray M. Friede! pho. 
7.4 23,982,986 22,775,927 5.3 | tographer, who have organized th, 
scl cache dat schists ate | Flexo-Lettering Com pany wit 
5.6 $ 108,080,511 $ 102,161,512 5.8 | headquarters at 110 W. 40th eet 


,| With several hundred type face 


already available, Flexo - Lettcring 


Consolidated Retail ™ : 

Stores 1,045,028 996,929 ‘ ) o os ; + = *-- | makes available for advertisin« re. 
Ediso Bros 000,958 740,382 15 26,48 ‘ -4, s Hod . acer . 
Fichenen, M. H x19,890 764,778 7.2 4,738,188 4,481,410 7 | production an infinite vari f 
Grant, W. T 20,029,698 18,868,317 6.2 111,050,29 — ot 29 '/ typographic shapes, weights, size, 
ee MSs ile eae ea ‘ se aaa aoe 52°737.83 ‘a {and styles. The master alp! ibe 
Kresge, 3S Ss 26,303,488 25,887,720 1.8 158,18 4 153.7 ago &\¢ St! S. as al} ye 
Kress, S. H 15,732,229 15,232,484 $8,299,960 S4,851 1.1) can be expanded, condensed, hv igh. 
Lane Bryant, ma ‘to ~ITVe } 

In 1,383,031 1,306,281 9 14,184,429 13,862,512 ened, shortened, curved, sli nteq 
Lerner 6,741,612 6.659414 ‘3 $2,211,005 $0,271,750 8) weighted, staggered or varied j 

nota &.027.760 7.654,981 44.9 15,207,979 13,193,608 7.0 ‘ : ita . 

MeCrory .. ryt ba Reigetyde : ae 9 064 a7e - | any other manner desired. I!» ef. 
McLellan Stores 4,445,180 1 SP 2.1 SO.4 23 AAT 2 tri. [ 
Murphy, G. C 4. 041,99 S.162.594 10.8 S65,581 17,284,970 12.9 | fect, the process produces mec han- 
Neisner Br io,144 4,031,879 4 4 : "| ically effects and variations Lic 
Newberry J a 9,961, 79% 1OO1L 071 4 879.053 "36.90 ’ | e 
‘enney, J. C 45,715,702 45,215,818 5 04,536,737 82,133,9 7.9} heretofore have been largely cop. 
Ver ; \ n 
Rose's 10 & if » > “OV Ee 7 ’ . 

“6 Cent Stores — 1,301,857 1,195,601 s4 6,266,918 584457 +122] fined to the province of the han 

Western Auto 6,703,000 515,000 + 21.5 53,926,000 15,346,000 . 18.9 | letterer. 
Woolworth, F. W 54,571,092 2,932,623 4.5 135,460,255 SIS, S32. 968 Giibiincaaniigdmaeidiinie 
Group Total $231,337.526 $219,098,715 5. $1 4B5,988,904  $1,543,230,073 69 ° 
Combined Total. ..$478.642,059 $444,653,199 47.6 $3,626,015. 821 $3,356, 101,186 s.0 | CCNY Gives 2 Ad Courses 
*Four and 40 week period ended December ‘ Following increased enrol! én! 
Four and 40 week period ended December 21 two sections in advertising produc- 
Four weeks and two days and year ended Dhe ! 1 


Chain Sales Up 


| the year with aggregate increases in 


| ports to ADVERTISING AGE indicate. 


8% for the Year, 
7.6% for December 


Chicago, Jan. 30.—Winding up 


1940 with a gain of 7.6 per cent, 29 | 


chain store organizations completed 
sales of 8 per cent over 1939, re- 


The December increases—regis- 
tered by every reporting chain with 
the single exception of Neisner 
Bros.—marked the 26th consecutive 
month in which ADVERTISING AGE'S 
record of chain store has 
shown an increase. The group as a 


sales 


whole has shown gains for each 
month, compared with the same 
month of the previous year, since 


November, 1938. 


Food chains showed increases of 


4.6 per cent for December, and 5 
per cent for the entire year, with 
Jewel Tea continuing far out in 


front as a result of December gains | 
of 26.4 per cent, and an increase for 
the year of 18 per cent. 

The mail order chains gained 11.9 
per cent in December and 11.3 per | 
cent for the year, Sears, Roebuck 
leading the parade with a 16.3 per | 
cent gain for December, and 13.7 per | 
cent for the year. 


Bond's Out in Front 


Drug chains reported December 
sales 5.6 per cent above last year, 
and sales for the year up 5.8 per 
cent. 

Variety and miscellaneous chains 
came up with a December gain of 
5.6 per cent and a gain for the year 
of 6.9 per cent. Bond Stores were 
leading the field in a walk, due in 
considerable measure to the fact 
that a huge New York store was 
opened during the year. Bond’s De- 
cember gain was 46 per cent, and its 
margin of increase for the year 31.9 
per cent. 


Set Feb. 13 for 
Advertising Awards 


The 1940 Annual Advertising 
Awards will be presented at a din- 
ner Feb. 13 at the Waldorf-Astoria, 
New York, according to an an- 
nouncement by Henry Eckhardt, 
Kenyon & Eckhardt, chairman. 
With the exception of the research 


classification, recipients have been 
notified. 
John Caples, Batten, Barton, 


Durstine & Osborn, New York, will 
be Jury chairman for 1941 


Finney Joins Burnett 

Peter Finney, formerly in charge 
of sales promotion for the Reader's 
Digest, has joined the copy staff of 
Leo Burnett Company, Chicago. F. 
Strother Cary, who has been with 
the agency since its organization 


five years ago, has been transferred 


de- 


from the 
partment. 


contact to the copy 


J. Preston Levis Heads 
Owens-Illinois Glass 


J. Preston Levis has been elected 
president of the Owens-Illinois 
Glass Company, Toledo, succeeding 
his cousin, William E. Levis, 
becomes chairman of the board. 


R. H. Barnard was elected execu- | 


tive vice-president and, in addition 
to his new duties, he will be head 
of the glass container division. C. 
B. Belknap was named vice-chair- 
man of the board. 


Wheatena Adds Papers 


Wheatena Corporation, Rahway, 
N. J., has added daily newspaper 
schedules in several large Eastern 
cities to supplement its radio ad- 
vertising during the remainder of 
the winter and in the early spring. 
Compton Advertising, New York, is 
the agency. 


who | 


tion will be offered by the Scho 
of Business of the College o: | 
City of New York. One section \ 
meet Tuesday, beginning Feb. || 


land the other Thursday, stirting 
Feb. 6. Registration takes lac 
Jan. 27-Feb. 5 at the Sch 


Business building. 


FeSO eeesee @Oooewe & 

SPEND MONEY | 
T 

MAKE MONEY! 


Never was this old) advertising 
maxim truer than by the judicious 
spending of litthe money in) Amer: 
iea’s leading Negro papers — in 
order to make a lot of money 
when 14,000,000 Negroes start buy- 
ing your produet. 


EDWARD A. BAKER CO. 


Vublishers Representatives 


157 Boek Bldg. Detroit. Mich, 


oor 


\. 
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5 to 10 Millivolts throughout 
the Nation's 23d Market 


WIRY 


An H. C. Wilder 
Station 


Represented by Raymer 
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Television Hot 
Again Following 
lest Showings 


Industry Awaiting Go- 
Ahead Signal from Offi- 


cial Sources 


New York, Jan. 30.—Staging a 
comeback after having been set 
pack on its heels 10 months ago by 
the Federal Communications Com- 
mission decision to delay commer- 


cial status, television has taken a 
new lease on life and now awaits 


favorable action from Washington. 

The FCC announced, following a 
report by the National Television 
Systems Committee and a tour by 
the commissioners to witness lat- 
est demonstrations of the sight- 
and-sound art, that a hearing will 
be held March 20 to consider sug- 
gested engineering standards and 
to decide when television broad- 
casting shall be placed on a com- 
mercial basis. 

The NTSC _ report 
recommendations for commercial 
television standards. Dr. W. R. G. 
Baker, chairman of the committee 
and manager of the radio and tele- 
vision department of General Elec- 
tric Company, told the FCC that 
the recommendations make _ possi- 
ble the creation of “a nationally 
coordinated television service and 
at the same time will insure con- 
tinued development of the art.” 


Will Study Plant Capacity 

James L. Fly, FCC chairman, 
commented at the hearing that or- 
ganization of NTSC was necessary 
because television development be- 
fore its creation had been hindered 
by “an industry divided against 
itself.”” 

Chairman Fly also indicated that 
among the questions which the 
commission will discuss’ before 
reaching a decision is whether 
manufacturers will be able to 
make television receiving sets, in 
view of their preoccupation with 
national defense orders. Another 
problem is color television, advo- 
cated by the Columbia Broadcast- 
ing System. 

FCC members 
demonstrations 
York area. 


included 22 


witnessed five 
while in the New 
Included were shows 
staged by Allen B. Dumont Lab- 
oratory, Bell Laboratories, Radio 
Corporation of America, Scophony 
and CBS. 

Dumont, which is owned by 
Paramount Pictures, sought to 
prove that 625-line pictures could 
be transmitted without loss of 
quality. Most television experi- 
menters are currently using only 
441 lines, and trade observers 
witnessing the program registered 
mixed reactions. 


Bell demonstrated the coaxial 
method of transmission. Signals 
were transmitted to Philadelphia 


and back to New York to show the 


r 


A Happier Existence for 
A “One Man Agency”’ 


his advertisement is directed to 
me talented individual operat 
ing a small advertising agency 
He may be working long hours, 
vamped by copy writing and 
Perating details, or handicapped 
by lack of capital 
long established advertising 
ency, with offices in leading 
and in a strong financial 
sition offers him a favorable 
portunity for association. Main 
taining a large creative, art and 
production staff, we can enable 
him to effect economies and to 
expand his activities and earnings 
He will find congenial associates 
re and will enjoy a satisfactory 
ancial arrangement 


ties, 


Every co 
eration in developing new busi 


ss will be extended to him 
ldress Chairman, 

Box 3264, 
\dvertising Age, N. Y. C 


FCC that there is little difference 
between the quality of pictures 
televised for only a short distance 
and those transmitted 200 miles. 


Big Screen Shown 


RCA unveiled its new develop- 
ment, television on a _ theater-size 
screen. Pictures were shown on a 
15 by 20 foot screen which was 60 
feet away from the audience. Bad 
weather handicapped a_ remote 
pick-up of scenes at Camp Upton, 
L. I., but the remainder of a varied 


program which included pictures 
of such radio stars as Lowell 
Thomas and Ezra Stone went off 
without a hitch. 

Scophony, a_ British concern 


which recently previewed its the- 
ater-screen television, staged a re- 
peat performance for the FCC. Sco- 
phony indicated that it is prepared 
to enter the U. S. market as soon 
as television gets a commercial go- 
ahead signal from Washington. 
CBS's color demonstration, de- 
signed to show the FCC that color 


television is ready for expansion 
and to prove advantages of its 
system over black-and-white tele- 
casting, was marked by a number 
of technical advances. Dr. Peter C. 
Goldmark, chief television engineer 
of CBS, declared “we appear to 
have a practical answer for each 
problem that color television pre- 
sents.” 


Michigan Press Elects 

Al Weber, Cheboygan, has been 
elected president of the Michigan 
Press Association for 1941. Other 
officers are: Herman Millerwise, 
Sebewaing, first vice - president; 
George A. Osborn, Sault Ste. Marie, 
second vice-president, and Nelson 
D. Brown, Mason, secretary-treas- 
urer. 


Porter-Cable Ups Two 


DeAlton J. Ridings 
promoted to general manager of 
the Porter-Cable Machine Com- 
pany, Syracuse, N. Y., and Harvey 
L. Ramsay has been made general 
sales manager. 


has been 


Business Paper 
Editorial Contest 
Judges Announced 


Chicago, Jan. 30.—The fourth 
annual competition for editorial 
achievement for business papers 


has been announced by Industrial 
Marketing, Chicago, with material 
appearing within the 12 months 
preceding Aug. 1, 1941, eligible. 

A total of 15 awards will be 
given with one major award and 
two awards of merit in each of five 
classifications, covering series of 
articles or editorials, single articles 
or editorials, illustrative  treat- 
ment, research into problems of its 
own field initiated by a publication, 
and improvement in typography 
and format. 

Judges will include 
Gibson, manager, publicity depart- 
ment, General Electric Company; 
Charles McDonough, advertising 
manager, Combustion Engineering 


Robert L. 


Company; S. L. Meulendyke, vice- 
president, Marschalk & Pratt; 
Louise Dykes, space buyer, trade 
and technical department, J. Walter 
Thompson Company; and Walter 
Dorwin Teague, industrial designer. 

Announcement of the awards 
and presentation of trophies will 
be made at the annual convention 
of the National Industrial Adver- 
tisers Association in Toronto in 
September. 


Keebler-Weyl Appoints 

Keebler-Weyl Baking Company, 
Philadelphia, maker of Keebler bis- 
cuits, has appointed McKee & Al- 
bright, Philadelphia, to handle its 
advertising. 


MAILING SERVICE 


Multigraphing 
Addressing 


— Filling-in 
Mimeographing 


THE LETTER SHOP, Inc. 


440, S. Dearborn At, Wabash 8655 
CHICAGO 
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WILL YOU SELL IT 7 


Ir ALL the boxtops from 


sold every year in the rich Money Belt 


area were laid end to end 
whiz of a contest to judge! 


But there's no contest over the fact that 
the one best medium that helps sell that 


breakfast food, and much 


and-a-half dollars worth of other com- 
modities, is the four-way voice of Ameri- 


Cowles Stating, 


CEDAR RAPIDS D WNA 


WATERLOO 


... itd make a 


KRNT * KSO 


WIL RE 


all the cereals ca’s Money Belt. . . 


part of the six million folks in the Money 


Belt, is quite a job 
of the billion- 


get all the tacts. 


be 


£S MOINES DESMOINES 


Furnishing the breakfast entertainment 
as well as the breakfast - 


Stations do it every 
record selling job for you, too. Shoot them 
"25 additional words or less” today — and 
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: AAS N WSS \~ 


The Cowles Stations. 


for a big 


... but The Cowles 
day. They can do a 


x 


To 
ci 


Canned Fish 
All Cereals 

Canned Milk 
Flour 


Tobacco 


WHICH OF THESE 


DO YOU SELL? 


Estimated Annual Retail 


Sales in “America’s 
Money Belt” 


ery $10,000,000 
21,000,000 
27,000,000 
64,000,000 


Shortenings ( Vegetable 
and Salad Oils )—not 
including lard ... 

All Perfumes 
and Cosmetics ... 

All Soaps 

All Canned Fruit 
and Vegetables 


31,000,000 


17,000,000 
39,000,000 


47,000,000 
85,000,000 
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4,000 Newspapers 
Are Scheduled for 
Big Olds Campaign 


Detroit, Jan. 29.—More than 
4,000 newspapers throughout the 
country are scheduled to receive 
Oldsmobile copy shortly in one of 
the most aggressive advertising 
programs ever launched by the 
company for a spring selling cam- 
paign. Principal advertisements 
range from 27 inches to 70 inches 
in size, although a number of small 
8-inch advertisements will be used. 
Newspapers in the larger cities and 
towns will average one large and 
one small insertion per week. 

While newspaper advertising 
will stress price and the Olds air- 


conditioner, magazine copy is de- 
voted chiefly to the Hydra-Matic 
drive. The magazine list includes 


Collier’s, Life, Newsweek, The Sat- 
urday Evening Post, Time and a 
woman’s weekly, besides class and 
farm journals. 


V. C. Havens, Olds advertising 
manager, is now on tour with other 
factory executives outlining details 
of the spring campaign to the 
company’s field organization. 


John H. Morse, Buchen, 
In Commerce Department 


John H. Morse, senior vice-presi- 
,dent of The Buchen Company, Chi- 
cago, for the past 13 years, has 
been released from agency duties 
to become chief of the newly- 
formed Division of Commercial 
and Economic Information in the 
|U. S. Bureau of Foreign and Do- 
mestic Commerce. 

Mr. Morse joined Buchen in 1924. 


Opens Chox Campaign 
in Community Papers 

The Beatrice Creamery Company 
has launched a campaign for its 
new chocolate beverage, Chox, with 
a 7,000-line schedule in the Lin- 
coln-Belmont Booster, Lake View 
Booster and Sunday Booster, Chi- 
cago community newspapers. Lord 
& Thomas is the agency. 


IT'S ASPIRIN PLUS 


| Sensational Introductory Offer! 
| BAZ Gor, 


Buy 35¢ size 
GET FREE 108 TIN! 


Aspertane Ready 


‘Substantial Gains OldGoldtoTest _ 
in Linage Shown Benny Goodman 
by Business Press on Local Program 


Chicago, Jan. 30.—Business pa-| New York, Jan. 30.—First c.m~ 
per advertising during January was Paign for Old Gold cigarets since 
13.5 per cent greater than during/@ new agency was appointec to 


handle the account is slated to ge 
under way Feb. 10, it was lea: neg 
here today. Advertising will © ke 
the form of a test program fea jr. 
ing Benny Goodman and his »r- 
chestra, which will be heard e} 
Station WJZ from 7:30 to 8 p » 
It is expected that the show 1] 
be expanded to the Blue net, 
of the National Broadcasting C »- 
pany after the trial period. 


the corresponding month of 1940, 
according to a tabulation of adver- 
tising volume in 111 business pa- 
pers, appearing in the February 
issue of Industrial Marketing. 

Industrial papers showed an in- 
crease of 17 per cent for the month; 
| trade papers increased 3.5 per cent; 
and class papers were 1.4 per cent 
ahead of last year. 


The January gains follow an 


overall increase for the reporting J. Walter Thompson Comp. ny 
publications of 9.4 per cent for the, Was appointed by P. Lori. irq 
year 1940, compared with the pre- Company last November, but ‘he 


vious year. Publications in the in- | affiliation did not take effect uti! 
dustrial group registered an in-/|Jan. 1. A number of radio sh: ws 
crease of 10.7 per cent in 1940, Were auditioned before Be» ny 
‘compared with 1939, while the gain | Goodman was signed. 

for class papers was 8.8 per cent, cae 


and for trade papers 3.2 per cent. Barbara Daru to Klein 
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America Writes 


MASH NOTES 


to a Kado Signal! 


From North, South, East, West they come 
letters by the thousands complimenting us on WE AP's 


letters, fan 


new and stronger signal. Listeners in Florida, ‘Texas and 
Nebraska —one, even, from distant Alaska 
us now they tune in WEAF direct! 


write to tell 


Glad to hear from people far away, naturally. Not 
merely because we like to read nice things about our- 
selves but also because it proves that people nearer home 


ureley : . 
— the millions in the world’s richest and most concen- | 


trated market—can hear us better, too. Today.asamatter | 
of fact, listeners in the New York area hear WEAF pro- 
grams from 2!2 to 10 times more clearly than before! 
How come? Very simply! WEAF’s stepped-up signal 
dates from November eighth when we moved its new 
50.000-watt transmitter to Port Washington. From that 
location the ground wave, hurtling into New York. trav- | 
and Mother 
Nature hasn't yet devised a better sounding board for 


els almost entirely over Long Island Sound 


radio than salt water. 


| 

So. for greater sales in the world’s greatest market, | 

route your radio dollars “via WEAF’s new ‘salt water 
way into New York.” 


i ; 


Represented nationally by Spot Sales Offices of the 
NATIONAL BROADCASTING COMPANY 


A Service of Radio Corporation of America 


lache remedy. 


|product’s promotion this year. Ray- 


|marked by an effort to work in the | 


|}commercial with a newsy statement 
| that will then be picked up by the 
/ announcer, 


|, WBOW, 


Five Join Laurel 


to Make Debut | 
in Three Areas Judge Packaging Entries — 


' Prize winners in the 1940 All-| 
New York, Jan. 30.— Following | America Package Competition, 


newspaper and radio tests during | sponsored by Modern Packaging, 
the past three months, Blackstone will be announced in the March | 
Products Company will launch its issue. Entries in the 10th arinual | 


contest are on display in the Chanin | 


first extensive campaign next month Wes 
building, New York. 


in behalf of Aspertane, a new head- 
An appropriation of 
$250,000 has been allocated for the 


Lindsay Adds Brinkmann 


Herbert W. Brinkmann, formerly 


mond Spector Company is the with Madison Studios and Lord & 
agency. Thomas, New York, has_ been 


appointed executive art director of 
Lindsay Studio, New York. 
Hackett Adds Four 

Hackett, New York, has 
made the following additions to its 
staff: Robert Blue and Eugene 
Fitzgerald, art department; Jack 
Kolb, copy department; and Wil- 
ham R. Quadnau, research depart- 
ment. 


Aspertane will be merchandised 
intensively in the New York, Chi- 
cago and Pacific Coast markets be- 
ginning Feb. 9, when a series of 
news broadcasts is inaugurated two M. H. 
nights a week over WOR, Newark, 
featuring Johannes Steel; and thrice 
weekly over WGN, Chicago, fea- 
turing Guy Savage; and over seven 
stations of the Don Lee network 
with John B. Hughes as commen- ™ ee 
tator. ° 

Newspaper insertions, ranging in Sieck Agency Moves 
size up to 1,000 lines, will be re- H. Charles Sieck, Inc., Ltd., Los} 
leased in the same three markets Angeles, has moved its agency 
in early March. Other areas will offices to 650 S. Grand avenue. 
be covered later. 


Barbara Daru Cosmetics, Ph \a- 
delphia, has appointed Philip Kein 
Advertising Agency, Philadelp. ia, 
to direct its advertising: A direct 
mail and national magazine c: m- 
paign is being prepared. 


Richard Hill to Y & R 


Richard Hill, who was in the 
advertising department of Hurt 
Schaffner & Marx, Chicago, for two 
years, has joined the copy staff of 
the Chicago office of Young & Rubi- 
cam. 
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}BALANCED MFG. 
AIM IN NEW HAVEN ; 
AREA 


7 

7 

7 

7 

, With 8174,000,000 in defense spend 
» ing in Southern Connecticut, manu 

» facturers in the New Haven industrial 4 
> urea are not excited. The New Haven 

) area's great industries years ago 

> planned to make products that were 

» staple, with all year demand for bal- 

> aunceed year employment. This is one 

) of the reasons why the New Haven 
> urea is always sound testing terri- 
> tory. The New Haven Register, larg- ¢ 
> est cireulation in Connecticut, q 
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“Aspirin Plus” 


Keynote of the Aspertane effort | 
wil be emphasis on the descriptive | 
term “It’s Aspirin Plus.” The ad- | 
ditional factor is referred to as “an- | 
other widely prescribed ingredi- | 
ent.” All radio scripts will be] 


commercial as an integral part of | 


the program. In each case the news 
commentator will lead into the 


One of the distinguishing marks 


of all newspaper layouts in the | 
campaign will be the use of a 
nurse holding up two fingers, a 


subject that has been widely dis- 
cussed during recent weeks by con- 
tributors to the “Voice of the Ad- 
vertiser” department of ApDvVER- 
TISING AGE. 


Burry Biscuit on WBBM 

The Chicago branch of the Burry 
Biscuit Company, Elizabeth, N. J... 
began a radio program over WBBM, 
Chicago, Jan. 28. The business was 
placed by the J. R. Hamilton Ad- 
vertising Agency, Chicago. 


WGBF-WBOW Bracketed 
WGBF, Ind., and 
Ind., will 


Evansville, 
Terre Haute, 
become available as a two-station 
package Feb. 15, the group being | 
supplementary to either the basic 
Red or basic Blue network of NBC. 


Charles Nauheim, Alfred 
heim. Joseph G. Zimm, R. W 
and Leon W. Harris, formerly of 
Photo Litho Service, have joined 
the sales department of Laurel 
Process Company, New York, ne 


photo-offset lithographer and letter ee 
NBC-RED 


Nau- 
Card 


press printer. 


. | % News” in Cleveland 


The United States News has 6 1 0 K. C. 
opened an office in the Bulkeley 
bldg., Cleveland, with Chet Boke- 


GREATEST VOICE IN THE 


lund. formerly of the Eastern staff, 
in charge 


Florida's most powerful 
voice in sales affairs, WIOD 
now travels your selling 
message over the salt 
water to ALL SOUTH 
FLORIDA with 5,000 watts > 
directional, equivalent to \ 
16,000 watts of power. \ 
Here in America’s most im- 
portant market, where mil- 
lions spend millions, more 
people are able to buy, are W, 
now more responsive than ~ 
ever to WIOD'S great new 
voice. Let Biscayne Bay's 
salt water travel your sales 
to new highs. 
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ADVERTISING AGE 
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The rates for this department are as follows: 


“Help Wanted,” 


“Positions Wanted,” 
“Representatives Available,” 3@ cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


rash with order. 
” Al other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. 
SS 
HELP WANTED POSITIONS WANTED 


old American tirm making 


g-yenr ‘ 
ng med luxury items is interested 


ah ng an A-1 free-lance advertis- 
ng! 1 write some dignified, human- 
nterest Sales slant copy appealing to 
en ustomed to the better things 
lif Samples of work promptly 
turne 
LOX 2, ADVERTISING AGE, Chgo 
OPY RITER, 25-35, wide advertis- 
ing agency exp., Chr........ $4000 
oPpY & production asst., 25-30, agcy 


exp. Penn location, Chr. st.. 
COPYWRITER, 25-35, good advertis- 
agency exp., Chr...........$8400 
felephone MU 2-30090 for appointment 
HAUSNER & LUCY 
jdvertising & Publishing Personnel 
242 Madison Ave. New York City 


Young Lady Wanted By 


hicag trade paper publisher, pre- 
rab one acquainted with circula- 
) records, direct mail solicitation, 

enewals, etc. Able to write own 
tte! 

Rox 3259, ADVERTISING AGE, Chgo 


POSITION WANTED | 
- ONE MAN 
ART DEPARTMENT 


\gen experience Layouts, letter- 
ng, retouching. Line, wash and air- 
rush drawings Full knowledge of 
roduction Valuable assistant to 
usy dvertising manager or execu- 
ve 

Box 3258, ADVERTISING AGE, Chgro 


| desires 


Advertising Salesman-—-1|> 
perience trade and consumer 
wood sales record Age 
Box 3260, ADVERTISING 
ADVERTISING MANAGER 
dium sized industrial firm 
it desirable to cement dealer 


years eXx- 
pub 

married 
AGE, Chero 


tor 
that 
relations 


me- 
sees 


and broaden scope of = distribution 
through trade paper and direct: mail 
media primarily. Full details on 
how I'm doing just that gladly fur- 
nished, 

Box 3261, ADVERTISING AGE, Chero 


Stenographer-secretary; Colleke grad- 
uate: 7 years advertising and publish- 
ing experience; at present employed; 
change with opportunity § in- 
responsibility. Age 30; looks, 
not so bad; fingers, fast; ambition, 
plenty; brains, try me 

tox $2638, ADVERTISING AGE, 


crease 


Chro 


POST CARDS 
PHOTOGRAPHIC POST CARDS 
Make photographic 
of your sales promotion Send photo 
of your own product for free sample 
post card Grove Photo Service, La- 
favette, Indiana 


MISCELLANEOUS 
BAIRDSET ADS OUTPULL 
lisher set ads by 25%, 8 year 
ruler with your first 
Clean proofs fast day and night 
BAIRD, 19 bk. Kinzie, WHE. 4547, Cheo. 


ALFRED A. LESLIE 
Atlantic City, N. J., 
Alfred A. 
ness manager for Macfadden Pub- 
cations, Inc., and former president 
and founder of the Leslie Motion 
Picture Newspaper Syndicate, died 
at his home here Jan. 23. He was 
a brother of the late Frank Leslie, 
founder of Leslie’s Weekly, which 
was merged with Judge in 1915. 
He worked for a time with Leslie’s 
Weekly at the start of his career. 


Jan. 27.— 


) LOUIS A. SANDLASS 


Baltimore, Jan. 28.—Louis A. 
Sandlass, who retired from the ad- 


f vertising agency bearing his name 


only a month ago, was buried here 
today following his death Jan. 26 
at the age of 85. When 15, 
Sandlass got a job with a whole- 
sale drug company as bundle wrap- 
per, later being promoted from 
general utility boy to advertising 
manager. When the company was 
taken over by new management in 
1900 Mr. Sandlass opened his own 


Leslie, 69, retired busi- | 


Mr. | 


= A 


IMPORTANT ADVERTISERS 
are 


FREQUENT ADVERTISERS 


... in the only women’s 
weekly magazine. . . 
read by 112 million cus- 
tomer-housewives. 


@ NUMBER THREE . 
£ case histories 


of a series © 


teers aan eeeeeea® =eaaeeos? 


er's Product 


| Advertis 


1940 Expenditures in 


Magazines $441,000 


, hee 
fp verage number of insertion 


iv each magerine 


NSERTIONS IN 
THE FAMILY ciRCLE 


/7 


THE FAMILY CIRCLE 


The only women's weekly 
magazine 


New York * Chicago * Son Francisco 
rn 


advertising agency, getting a num- 
ber of national advertising accounts, 
particularly in the drug field. 


G. GRANT ARMOR 

East Orange, N. J., Jan. 27. 
Grant Armor, 71, who at various 
times during his career was a 
Texas Ranger, a reporter, and an 
advertising executive, died recently 
at his home here. He started in 


G. 


as Dallas Advertising League’s 
most valuable member, presented 
a comprehensive program to com- 
bat subversive elements that are 
attacking advertising. Since the 
plan, if put into effect, will be na- 
tional in scope, the board voted to 
submit it to AFA national head- 
|quarters in New York, and asked 
|Earle Pearson, general manager, 
| who was in attendance at the meet- 
ing, to carry the details back with 
him. 

| A delegation from 
announced that city’s intention of 
inviting the national convention 
for 1942, and received the board's 
| approval. 


MEET IN TEXAS 


San Antonio 


Earle Pearson, general manager, Adver- | At a luncheon attended by di- 
tising Federation of America (left) rectors, guests, and members of 
shakes hands with L. B. Harris, governor | Dallas Advertising League, Mr. 


of the 

governors’ meeting in Dallas last week, 

while Stanley Campbell (center) secre- 
tary-treasurer of the district, beams. 


AFA 10th District 


10th District AFA, at a district Pearson was presented with a cer- 
tificate of honorary citizenship by 


| Mayor Woodall Rodgers. 


‘Pearre Replaces Staples 


Bill Pearre has joined Ruthrauff 


D l Pl yan, Los Angeles, to replace 

Jim Staples, who has joined the 

eve Ops an to U. S. Navy Intelligence Depart- 
ment. 


Fight ‘Anti’ Forces 


Dallas, Tex., Jan. 27.- 
at a meeting of Tenth District AFA 


Speaking Appoints Imogene Powell 


“ Imogene Powell has been ap- 
directors here Saturday, Stanley pointed to direct the Chicago press 
\Campbell, secretary-treasurer Of bureau of J. Walter Thompson 
the district, and named last year | Company. 


reproduction part | 


check | 


1908 as assistant advertising man- | 


ager of Litt Bros. Department Store 
in Philadelphia, later becoming 
manager. He left that job in 1914 


to become advertising manager of | 


the “Electric Journal,” a 
house magazine, and held that post 
until his retirement in November, 
1937. 


CHARLES H. HASTINGS 

Lynn, Mass., Jan. 27.—Charles 
Houghton Hastings, 82, president 
and treasurer of Hastings and Sons 
Publishing Company, publisher of 
the Lynn Item, died at his home 
Jan. 24. His father founded the 
Item as a weekly in 1876, convert- 
ing it into a daily the following 
year. 


HUGH C. ANDERSON 
Pittsburgh, Jan. 27.—Hugh C. 
Anderson, treasurer as well as a di- 
'rector and vice-president of the 
| a FP 


Westing- | 


Heinz Company, died at his | 


home here Jan. 23, following a long | 


illness. He entered the employ of 
the company as an office boy in 
1887 and on Feb. 27 he would have 
completed 54 years with the com- 
| pany. 


‘Wizard Weavers Appoints 

Wizard Weavers, Cleveland, gar- 
|}ment reweaver, has appointed Wil- 
|liam Ganson Rose, Cleveland, to 
direct its advertising. A test cam- 
| paign, using newspapers and direct 
|mail in central Ohio, will be fol- 
lowed by a statewide drive. 


Boost Plough Radio Drive 


The 35 radio stations in the South 
and Southwest which have been 
lused for St. Joseph aspirin and 
|Penetro by Plough, Inc., Memphis, 
have been joined by 12 more sta- 
tions in an expansion of the cam- 
paign. Lake-Spiro-Shurman, Mem- 
phis, is the agency 


Keegan to Represent Nast 


Jack Keegan, formerly associated 


with Harper’s Bazaar, has been 
made Cleveland sales representa- 
tive for Conde Nast, succeeding 


Frank O’Leary, who recently joined 
the New York office of NBC 


TGA Sets Convention 


The annual convention of 
Toilet Goods Association will 
held June 9-11 in New York 
hotel to be selected in the 
future. 

L. R. Root, 
pany, New 
chairman of 
year, has 


the 

be 
ata 
near 


Scovill Mfg. Com- 
York, who served as 
the convention last 
been reappointed. H. 
Gregory Thomas, Bourjois, Inc., 
New York, will again serve as 
chairman of the program com- 
mittee. 


Kiley Joins Vichek 


Robert I. Kiley, a member of the 


general advertising staff of the 
Cleveland Press for the past nine 


years, has joined the Gordon Vichek 
Advertising Agency, Cleveland. 


Fibre Account to Oswald 


Continental-Diamond Fibre Com- 
pany, Newark, Del., has appointed 
Oswald Advertising Agency, Phila- 
delphia, to handle its advertising. 
W. D. Lindsey is account executive. 


The Patented Galv-Weld 
Frame Construction Pre- 
vents Rust and Vibration 


v ARTKRAF 


SIGN CO. LIMA, ONTO 


THE ART OF PLATE MAKING 


Perfect halftones result 
when tone values of the original copy are faith- 
fully reproduced in metal. »: Wallace-Miller 
craftsmen take pride in their ability to interpret 


faithfully every highlight, middletone and shadow 


of the original cop). 


modern equipment make our plant the logical 
choice for your next important job. You will find 
that it costs no more to have complete Photo- 


Engraving satisfaction every time. 


WALLAGE-MILLER C0. 


{bb W. SUPERIOR ST., CHICAGO 


hNOWN 


PHOTO-ENGRAVINOS IN EVERY 


- Years of experience and 


AQUARIUS 


THE WATER CARRIER 
llth Sign of the 


Kuleng the 


JZodiat 
period from 
lanuary 20th to February 19th 
Stone Amethyst 


Flower Primrose 


MEDIUM 
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J. Clement Boyd Joins 


Naval Aviation Service 

J. Clement Boyd, formerly presi- 
dent of J. Clement Boyd, Inc., 
Montclair, N. J., and a vice-presi- 
dent of United Advertising Agency, 
Newark, N. J., has resigned these 
posts to re-enter the naval aviation 
service. He will be in charge of 
publicity for the naval air base at 


Floyd Bennett field, Brooklyn, and | 


serve as a member of the Naval 
Aviation Cadet Selection Board of 
the Third Naval District. 

During the first World War Mr. 
Boyd served overseas as an intelli- 
gence officer with the naval avia- 
tion forces. 


Jeppson Heads Norton 


George N. Jeppson, who has been 
with the Norton Company, Wor- 
cester, Mass., since 1892, has been 
elected president, succeeding Aldus 
C. Higgins, who becomes chairman 
of the board, the latter post having 
been vacant since the death of 
Charles L. Allen, one of the foun- 
ders. Harry K. Clark was _ re- 
elected vice-president and general 
manager; Henry Duckworth, pre- 
viously assistant treasurer, was 
elected vice-president, and Milton 
P. Higgins, previously assistant 
manager of research and abrasive 
plants, was elected treasurer. 


WTAM Increases Power 


WTAM, Charleston, S. C., has 
been granted permission to increase 
its power to 1,000 watts and to 
change its wave length from 1,210 
to 1,220 kilocycles. It is planning to 
move its transmitter to a new loca- 
tion on the Ashley river. 


Wheeler Joins Stetson 


Murray Wheeler, who has been 
an account executive with Black- 
ett-Sample-Hummert, has been ap- 
pointed assistant sales manager of 
the men’s divisions of John B. 
Stetson Company, Philadelphia, ef- 
fective Feb. 15. 


$0.71 per M, per !4rd page 


217,714 


SCHOOL TEACHERS 
SUPERINTENDENTS & PRINCIPALS 


JOURNAL of the NEA 


1201 16th St., N. W., Washington, D.C. 


Suggests Return 
fo Human Appeals 
‘in Appliance Copy 


stress has been placed on product 
‘and price in recent advertising of 
|electric appliances, and not enough 
'on human appeals, Carl M. Snyder, 
assistant manager of General Elec- 
|tric Company’s appliance and mer- 
|chandising department, declared 
here today. 

| Mr. Snyder, addressing a meeting 
lof the G-E Retail Development 
| League, called for “a re-emphasis 
iof fundamental appeals.” He 
|pointed out that a smaller share of 


|the average family’s dollar is be-_ 


|ing spent on electrical appliances 
|today than in 1929, and that “dur- 


|ing that time appliance advertising | 
has emphasized price and product | 


|features, while neglecting the fun- 
‘damental appeal to 
and beauty through the elimination 
of drudgery.” 

| It was disclosed at the meeting 
|that January appliance sales are 50 
per cent ahead of the 1940 mark. 
Similar sharp gains for the rest of 
this year were predicted, with fore- 
|casts ranging up to a 50 per cent 
upturn. Dealers were assured that 
|G-E’s heavy defense orders had not 
appreciably affected production of 
consumer goods. 


League Unites Salesmen 


Jean DeJen, president of the 
league formed a year ago and 
which has since enrolled more than 
10,000 G-E appliance retailers and 
salesmen, outlined the organiza- 
tion’s 1941 program. Objectives of 


the league, he said, are “to unite | 


|'G-E appliance retailers into a 
strong, closely knit organization 
and to provide a clearing house for 
sales and product information.” 
Others who spoke and answered 
questions included Boyd Bullock, 
advertising manager, and A. L. 
Scaife, merchandise manager. 


ADVERTISING AGE 


THIS WEEK 


New York, Jan. 28.— Too much | 


your 
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io FOUND 
ROSS FEDERAL 


PARK HILLS 


The Ross Federal Research Corporation recently talked to 
more than 4% of ALL families living in Fort Mitchell, Park 
Hills, Fort Thomas and Southgate, Kentucky. 


Asked “In what ONE Cincinnati newspaper do you pay the 
most attention to advertising?” ... 56% of those who ex- 
pressed a definite preference for ONE paper said “Times- 
Star,” as compared with only 18% for the other evening 
paper, 20% for the Sunday and 6% for the morning paper. 


MORE EVIDENCE that the Times-Star's LARGEST daily 
circulation in the rich, $300,000,000 Cincinnati Trading Area 
blankets able-to-buy families with greatest selling efficiency. 


Part of a detailed study covering a total 
anati, available to advert 


politan Cin 


of M fro 
request. 


' $8 sections 


sors, FREE 


upon 


CINCINNATI TIMES-STAR 


HULBERT TAFT. President 


Owners and Operators of 
NEW YORK: Martin L. Marsh 
60 East Forty-second Street. 


and Editor-in-Chief 

Radio Station WKRC 

CHICAGO: Kelloge M. Patterson 
333 Nerth Michigan Avenue. 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Features “Meter-Miser”’ 


Frigidaire Division, General Mo- 


tors Sales Corporation, is using 
double-page, two-color advertise- 
ments featuring a “tear-down” 
demonstration, Meter-Miser cold- 
making mechanism and _all-stee] 
cabinet construction in the Janu- 
ary Ice Cream Field and Confec- 
tionery & Ice Cream World and 
February Ice Cream Review and 


Ice Cream 


Trade Journal. 


Joins Kelly, Nason 


Herbert W. Leinbach, associated 
for the past 10 years with Merck 
& Co., Rahway, N. J., has been ap- 
pointed an account executive at 
Kelly, Nason, New York. 


Eagle Star Appoints | 


Eagle Star 
New York, has appointed [ars 
Allston 
direct its advertising. 
Parker will be account execu''** 
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Pepsodent Holds Up 
Brush Copy; Orders 
Swamp Suppliers 


Continued from Page 1) 
pepsodent tooth powder or paste. 
“We have been able to increase 
rders on brushes only through the 
splendid cooperation of du Pont, 
The Kimble Glass Company, and 


the Owens Staple-Tied Brush Com- 
any, all of whom are supplying us 
ith various materials,” Mr. Nejel- 
sj continued. “They have been 
orking seven days a week, three 


shifts a day, to keep us supplied. 


“Displays to carry the brushes 
ave been reordered five times. 
The producers of the displays state 


that this is the first time in their 
experience that reorders for dis- 
slays have so far exceeded the 


riginal order. 

“With the first avalanche of or- 
jers, it became apparent that the 
riginal starting date of the cam- 
paign, set for Jan. 20, could not be 
met without changing a policy of 
ong standing: that all distributors 
na given area must be supplied 
with Pepsodent products at the 
same time. The starting date was 
hanged to Jan. 29. 


“Life” Page on Press 
moved the 
date, it was necessary to change 
the schedule of advertising. Bob 
Hope had been all set to broadcast 


“Having starting 


the big news Jan. 28; now it won’t 
happen until Feb. 11. Through the 
cooperation of The American | 


Weekly and This Week, 
sible to move the 
scheduled to appear in them so 
that our later opening date could 
be met. We endeavored to move 
the advertising schedule for the 


it was pos- 


Feb. 3 issue of Life, but this was 
on the presses already, since the 
color page advertisements’ are 


printed in advance of the regular 
issue. 

“Through the cooperation of Life, 
we were able to schedule a half- 
page Opposite the full-color adver- 
tisement which points out our 
predicament and asks consumers to 
be patient. 

“To our knowledge,” Mr. Nejel- 
ski said, “this is the first time that 
any manufacturer 
space to apologize 
able to deliver his product.” 

All orders for Pepsodent tooth 
brush offers have been handled 
through the factory. This was done 
for two reasons—there was not 
enough time to build up stocks 
among distributors, and to insure 
arrivals in various parts of the ter- 
itories at the same time.  Ship- 
ments are now being made by The 
Pepsodent Company, in many in- 

stances by express. And, in many 

markets, Western Union and Postal 

Telegri :ph are making the deliv- 

res to the retail stores. 

Details of the company’s entry 

nto the tooth brush field were 

resented in the Dec. 30 isue of 
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ROLL UP SALES 


through millions of boys and 
girls who want ROLLER SKATES. ~ —G 


A“ natural” for any promotion r., 


++ &@ product of universal 


for not being 


pea! plus powerful publicity 3. Tae 
to gen hae ouraPic 
with America’s skating idol! — | 


Natione 'y advertised 


IRVING JAFFE 


“OLYMPIC CHAMPION” 


o ROLLER SKATES 


Exclusive patented features 

in “Priced-Right” quality 
S— ™ Skates available only for 
PREMIUM & PRIZE 
use. Complete campaigns, 
posters, etc. For plans and 
details, write manufacturers: 


INYMPIC CHAMPION SKATE CO. 


MILWAUKEE, WIS. 


= WAREHOUSE * PHILADELPHIA 


(ww, 


advertisements | 


has had to take | 


PEPSODENT APOLOGIZES FOR ADVERTISING 


a 
. f; fe sedenl noukers hes fory / 
Trice As Many Talis as Your Present Brash 


: NeHe PHT AAG WH AYE 


hit wiht 


P\TLEE 


Had BLA PURER 


PIPairis 


How the Pepsodent four-color ad and facing 


This 


will look in Life. 


“apology’ 
reproduction is from a mailing piece rushed out to dealers. 


Reynolds Metals 
Copy Exemplifies 
Labor Relations 


(Continued from Page 1) 
newspaper copy this week, pages 
will be carried in mid-February by 
Collier's and Time, and in the 
March issue of Fortune. McCann- 
Erickson is the agency in charge. 


Has Never Had a Strike 


The background of the unique 
institutional message involves two 
significant factors—Reynolds’ labor 
relations policy and the bottleneck 
in defense production caused by the 
dependence of vital industries on 
Aluminum Company of America as 
a source of supply. 

With a long record the op- 
erator of a closed shop, Reynolds 
holds the distinction of never hav- 
ing suffered from a strike. The 
company’s foresight was graphic- 
ally illustrated not long ago when, 
just three weeks before Alumni- 


as 


num Company of America became 
involved in a labor dispute, Rey- 
nolds voluntarily upped its work- 


ers’ wage scale 10 cents an hour. 
That the Aluminum Company's 
isole control of aluminum ore in 
this country might constitute a pro- 
duction bottleneck was indicated by 
defense experts many months ago. 
The only alternative to Aluminum 
Company as a source of supply was 
importation of ingot from abroad 
and the intensification of the war 
soon made this virtually impossible. 


$35,000,000 Plant Expansion 


In order to avoid any 
ence with plane output, 
pendent on aluminum, the Recon- 
|struction Finance Corporation 
granted Reynolds Metals Company 
a $16,000,000 loan to build 
plants and embark on the 
|tion of aluminum ore. The Navy 
| Department made available an ad- 
| ditional $3,000,000 for a plant to be | 
|devoted exclusively to naval alumi- 
|num needs. Reynolds’ total plant 
expansion will probably involve 
| $35, 000,000. 

With its productive energies thus 
|fully engaged in defense work, the 
|Reynolds company considered it 
[but this week to give wide dis- 


interfer- 
largely de- 


tribution to its credo, at the same 
time demonstrating the coordina- 
| tion of management and labor. It 
lis interesting to note, in 
| that the Reynolds copy emphasizes 


new | 
produc- | 


passing, | 


a 24-hour-a-day, seven-day-week, 
a condition that many defense ex- 
perts have deemed essential in 
order to handle the unprecedented 
requirements of the current emer- 
gency. 


Re-Elect Officers 
at Annual Meet 
of Mutual Network 


W. E. Mac- 
re-elected president 
and Alfred J. McCosker was re- 
elected chairman of the Mutual 
Broadcasting System at a meeting 
of directors here last week. Othe: 
officers re-elected were Theodore 
C. Streibert and Lewis Allen 
Weiss, executive’ vice-presidents; 
E. M. Antrim, executive secretary 
and treasurer; Fred Weber, gen- 
eral manager; and Miles E. Lam- 
phiear, auditor. 


Chicago, Jan. 27. 
farlane was 


Directors are Messrs. Macfar- 
lane, Antrim, McCosker, Streibert, 
Weiss, Weber, H. K. Carpenter, 
John Shepard III, and Willett 
Brown. Operating board members 
are Frank P. Schreiber, newly ap- 
pointed member from WGN: Mr. 
Streibert; Mr. Shepard: J. E. 
Campeau; Hulbert Taft, Jr.; Mr. 
Carpenter; Mr. Weiss; Eugene 
O’Fallen; William Dolph; Mr. 


Weber 
The 


: and Edward W. Wood, Ji 
directors also ratified a new 


membership contract for Buffalo 
sroadcasting Corporation, which 
will provide full time facilities for 


Mutual with WGR, Buffalo. 


‘Penn Liquor Profits 
Climb in 1940 


Gross 


sales of Pennsylvania's 
579-store liquor monopoly system 
amounted to $83,937,305 for 1940 
compared with $74,572,241 for 1939. 

Profits for 1940 are expected to 
approximate $18,725,000, compared 
with $16,078,429 in 1939. 


Atlanta Agencies Organize 
| Leading Atlanta 


agencies have formed the Organ- 
ized Advertising Agencies of At- 
lanta for the purpose of meeting | 


and discussing agency problems. 


Adrian Bauer Appointed 


The Pennsylvania Distilling Com- 
pany, Logansport, Pa., has ap- 
pointed Adrian Bauer Advertising 
Agency, Philadelphia, to handle its 
advertising. A newspaper cam- 
paign is now under way. 


advertising | had : —_ 
| vertising and promotional activities. 


Enriched Flour 
Stirs Promotion 
of Huge Industry 


(Continued from Page 1) 
was processed so as to retain vita- 
mins B, and G, and this flour is now 
in widespread use in the baking in- 
dustry. In some cases it is being 
used alone, and in other cases it is 
combined with such concentrates 
Bryo, made by the Bryo Corpora- 
tion, Evanston, Ill., and Vio Bin, 
product of the Vio Bin Corporation, 
Chicago. Still other bakers are us- 
ing reintroduced wheat germ flours 
such as those marketed by K. B. R. 
Milling Company, McPherson, Kan.; 
Baur Flour Mills, St. Louis: and 
Abilene Flour Mills, Abilene, Kan. 


as 


General Mills Leaps Into Fray 


Result within the baking industry 
following General Mills’ introduc- 
tion of Vibic was widespread ac- 
ceptance by bakers, followed by 
drives in such widely sepa- 
areas as Seattle, Florida and 
Los Angeles, with resultant gener- 
ous use of newspaper advertising 
linage. 

In a letter being published in the 
advertising pages of the baking 
press next week, Donald D. Davis, 
president of General Mills, makes it 
clear that the new government- 
urged developments will not affect 
the continued production of Vibic 
flour and Vibie concentrate (a nu- 
trient concentrate used by bakers to 
convert white flour to flour rich in 


sales 


rated 


Vitamins B, and G, calcium and 
iron by adding it to a commercial 
dough mix) He adds, however, 
that “an enriched family flour un- 
der its major advertised brands” 
will be available shortly 


All leading milling companies in 


Minneapolis are laying plans’ in 
conformity with the latest edict 
from Washington. M. F. Mulroy, 


executive vice-president of Russell- 
Miller Milling Company, said his 
organization “is prepared to extend 
full support to the government in 
its plan to bring vitamin-enriched 
flour into the defense program.” 


Others Join Battle 


Philip W. Pillsbury, president of 
Pillsbury Flour Mills Company, has 
already announced that Pillsbury’s 
Best is being enriched with vitamin 
B,, nicotinic acid, and iron, and will 
be available throughout the country 
shortly. 

F. A. Bean, president of the Inter- 
national Milling Company, = an- 
nounced that actual production of 
the new flour will begin immedi- 
ately in his plant and will be made 
available through his company’s 
distribution channels soon 
possible.” 

All of this adds up, the bakery in- 
dustry believes, to the practical cer- 
tainty that flour and bakery adver- 
tisers—with a brand new, govern- 
ment-blessed product to talk about, 
will rapidly increase and extend ad- 
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WIN PROMOTIONS 


Harold L. Goldman (left) and Herbert 
B. Fairchild, who have been advanced 
to new posts in the business department 


of the New York Sun. 


Fairchild Takes 
on New Duties at 
‘New York Sun’ 


New York, Jan. 28.—Herbert 
Fairchild, advertising manager 
the New York Sun since 1924, 
been appointed to the new post 
assistant business manager. 
other Sun advertising 


have also been promoted.  E. 


Sutphin continues as national ad- 


vertising manager. 
Harold L. Goldman, 
advertising manager 
has succeeded Mr. 
advertising manage 
who has been in the 
department for 


since 


Fairchild 


13 years, 


Mr. Goldman as classified manager. 

Mi Fairchild, who will assist 
Fdwin S. Friendly, business man- 
ager, was associated with the Chi- 
cago office of the Frank A. Munsey 
Company from 1907 until joining 
the Sun. Mr. Goldman was with 
the New York Times for nearly a 


decade. 


WHDL Now Blue Affiliate 


WHDL, 
the NBC 


Olean, 
Blue 


has 


i os 


network 


has 


Two 
executives 


classified 
1923, 


r. Philip Meyer, 


Sun's classified 
succeeds 


joined 


B. 
of 
of 


A. a 


as 


IMPORTANT ADVERTISERS 


are 


FREQUENT ADVERTISERS 


... in the only women’s 
weekly magazine . . . 
read by 1'2 million cus- 
tomer-housewives. 


NUMBER FOUR © 


° ase histories 


of a series of ¢ 


eu 77 ¢ y} 


1940 Expenditures in 
Magotines f 4/5, 000 


of insertions 


Average number 
in each magazine 


INSERTIONS IN 
THE FAMILY CIRCLE 


ence [2 __ 


THE FAMILY CIRCLE 


The only women's weekly 
magazine 
New York * Chicago * San Francisco 
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Day and Night Service 


Make Your 
Advertising 
Command .. 


by Faithorn. 


- today, advertising must stand out— MUST DOMINATE. 
his advertise- 
aon = Gotles 
Shoe Company 


roduced 


« FAITHORN CORPORATION , 


504 SOUTH SHERMAN STREET - CHICAGO 


attention 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


PRINTING 


Phone Wabash 7820 
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38 ADVERTISING AGE 


Che Advertising Was 
Surcesstiul ..... butt 


the Campaign Died! 


OW many times have you seen general con- 
sumer advertising which was cleverly de- 
signed and interestingly presented — but 

folded up because sales didn’t follow in the expect- 
ed volume? The advertising grave-yard is full of 
campaigns which looked good on paper but lacked 
the necessary something to make them click from 
a sales standpoint. 

In many cases the explanation is absence of 
enthusiastic support from the trade. Dealers and 
their salespeople weren't sufficiently informed 
about the product and the advertising, and weren't 
prepared to cash in on public interest by intelligent 
support of the consumer campaign. 

Don’t let that happen to your advertising! 


Make hard-hitting trade promotion, through the 
trade publications your dealers know and respect, 
an integral part of your merchandising operations. 
Give the dealer’s salespeople the facts they need 
about your products so they can convince inquir- 
ing consumers that they have the quality and 
value the advertising has promised. Don’t depend 
on consumer advertising alone to do the selling job 
which must be successfully accomplished at the 
retail counter. 

Yourstory in strong dealer publications will start 
the trade working to make your campaign a success. 
Insure your advertising expenditures with trade 
publication advertising which will get action in 
the places where retail cash registers are ringing! 


Remember ALWAYS, trade paper advertising pays! 


February 3, 194) 


DRY GOODS JOURNAL 
1912 Grand Ave., Des Moines, lowa 


ELECTRICAL DEALER 
360 N. Michigan Ave., Chicago 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 


HOUSE FURNISHING REVIEW 
1170 Broadway. New York 


JEWELERS’ CIRCULAR - KEYSTONE 
100 E. 42nd St., New York 


NATIONAL FURNITURE REVIEW 
666 Lake Shore Drive, Chicago 


SUPER MARKET MERCHANDISING 
45 W. 45th St, New York 


AMERICAN LUMBERMAN 
431 S. Dearborn St., Chicago 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 


DEPARTMENT STORE ECONOMIST 
100 E. 42nd St.. New York 
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PHOTOGRAPHIC REVIEW 


wi AWARDS IN "5 & 10°" PACKAGING CONTEST 


ai - : 


'-@ award winners in the eighth annual "5 & 10" packaging contest spon- 
syndicate Store Merchandiser. At top is a Fitch Wave Set bottle, which 
ward for “best use of materials” in the toilet goods and drug sundries 
on. Second is a wrap for Suchard chocolate squares which took the 

* merchandising value gained from package design’ award in its classi- 

"od below it is an O-Cedar Moth-Away Cone declared “best in use of 

, Wials in the hardware and household products classification. Second from 

_ Hon is a De Long bob pin display card hailed as the “greatest counter 
“ty ve ue" in the notions group, while the bottom photo shows a Cannon 

towel set given the same award in the specialty holiday division. 


ADVERTISING AGE 


TRIES MULTIPLICATION 


il 
~ 


GENERAL @ ELectRic (plu Ane Kick 


General Electric thinks only a stodgy, 
old-fashioned house should have only one 
radio set, so its promotion this season is 
definitely keyed to the proposition that 
Jimmy and the other members of the 
family should have their individual listen- 
ing posts. The drive starts Feb. 10. 


BLACK-EYED SAMMY 


Forbes produced this human interest 

display for Eveready flashlights. It con- 

sists of an unmounted sheet equipped 

with a gold cardboard frame and wire 
easel. 


ANIMATED SPORT SPECTACULARS FOR MICHIGAN BREWERY 


This is the first of a series of animated sport spectaculars, to be changed seasonally to feature current sports, which 
Koppitz-Melchers, Inc., plans for downtown Detroit. The sign is 3! by 8! feet. Light in the eight tubes forming the 
tail of the comet moves toward the star, which thereupon whirls four times, stops, and presents the name of the beer. 

Livingston-Porter-Hicks is the agency. The sign was built by Pontiac Sign Company. 


YOUTH GETS THE CALL IN PROMOTION 


Hh 


THE FOUNDATION 
OF LOVELINESS 


One of the attractive young females who will appear in color in Hickory publica- 
tion advertising and store display material. The piece shown here is a display card. 
(Story on Page 2.) as 


READY TO HELP IN THE BIG PUSH FOR SWAN ame 


ethers 


qs 


“SWAN 


FLOATING SOAP 


8 ways 
better! — 


a 2 eae 


:} “My suds!_ its 8 ways better!” 


J 


... THE NEW 
FLOATING SOAP 


These two posters have been given the role of supporting the extensive news- 
paper and spot radio drive with which Lever Bros. launched Swan in Northeastern 
cities Jan. 27. 


SILVER 
STAR 
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Complete ) 
3-WAY COVERAGE 


INSTITUTIONS Magazine gives you an 
audience of over 250,000 reader-buyers 
of the large consumer classification. 


INSTITUTIONS Magazine furnishes the 
stability which can only come from an 
organization with more than 51 years of 
successful publishing experience. 
INSTITUTIONS Magazine offers com- 
plete 3-Way coverage of readers, sub- 
jects and institutions. 


1. Among Readers, it reaches over 
250,000 owners, operators, purchasing 
agents, housekeepers, dietitians, su- 
perintendents, outfitters and others 
who control purchases. 

a a Subjects, it is confined ex- 
clusively to equipping, furnishing, 
decorating, maintaining, remodeling, 
managing. 

3. Among ——_ it reaches the 
following ~ with over 60,000 
copies mon 

Hotels Real estate depts. 

Restaurants of insurance 

Cafeterias, Industrial companies 
& Public Railroads and dining 


i car systems 
oval Steamship Lines 


Schools & Power and gas 


Colleges @nuiean 
overnmen 
Homes for Aged, — institutions 


Fraternal, Veter- Wholesale depart- 

ans’, Blind, etc. ments of depart- 
Y.M.C.A.'s, and ment stores 

Y.W.CA.'s Asylums 


Apartment buildings agents 


i ae Clubs Penal institutions 
ee ae Outfitters or and jails 
—- jobbers Motels (Motor 
. ae Janitor supply Courts) 
a houses Architects specializ- 
= Commercial ing in institutions 
ob buildings Manufacturers’ 


= throughout the country, 

amt mumame have reported that they will spend 
4.9 Billions in 1941. This will be for the pur- 
chase of equipment and supplies used in the 
furnishing, decorating, maintaining, remodeling 
and expansion of their facilities...and this huge 


consul youn 


sum is a substantial increase over that report- 
ed last year through the annual survey con- 
ducted by INSTITUTIONS Magazine. Ik is 
a market which is being offered to the manu- 
facturers of institutional equipment by the 


readers of INSTITUTIONS Magazine. 


open - share of this record expenditure 
will find it expedient to reach all of those 
men and women who will actually spend or 


who will influence the spending for their 
respective institutions. 


soe a Thee is only one publication which 
its can offer you this wide coverage— 
that publication is INSTITUTIONS Magazine. 
With its readership in excess of 250,000 
among more than 60,000 institutions, INSTI- 
TUTIONS Magazine offers you a responsive 
audience made up of equipment-minded large 
consumers. 


(mad yan sit your advertising agency 


[ors about INSTITUTIONS Magazine. 
Ask about the benefits available to you from 
its All-Inclusive coverage of all types of 
institutions or, write today for a copy of 


“Our Tell All Album.” 


MRareidtnivesine OOH: ~- MAINTAINING = 


“sh 2 


*REMODELING ~~ 


25 Cents a Copy, $2.00a Year 


1900 Prairie Avenue, Chicago, Ill. U. S.A. 


VOL. 8, NO. 1, JANUARY, 1941 


Cireslation woe COPS issue] 


=/41 TO Tr 


BILLIONS SPENT 
FOR EQUIPMENT 


vert 
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